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SALES HELP! 


Shadbolt & Boyd of Milwaukee 
finds Greenfield engineers de- 
Greenfield cooperation velop new accounts and pro- member he called at 


in the form of techni- 
cal assistance is win- 
ning new tool custo- 
mers for Shadbolt & Boyd according to a 
recent letter to our Chicago office written by 
Irwin R. Shadbolt, Treasurer. 


He writes as follows: 

“Could you arrange to have one of your 
engineers in Milwaukee Monday morning, 
the 15th? We are anxious to secure some tap 
NG TOG GING 5s kos ese s nines Company 
and believe that your technical man would be 


of considerable assistance. 


“Tast time he was in Milwaukee I re- 


what is now one of our 


duce nice orders for them best tap customers. We 


find the engineering 
assistance given by your company of great 
help in getting new business.” 


Greenfield engineers can do the same for you 
in your territory. All they ask is an oppor- 
tunity to tackle a particularly difficult tap- 
ping, drilling, reaming or gaging job. Re- 
member Greenfield tools are sold on results. 
These men will help you get new business 
and retain important present customers. 
Write our nearest office when in need of this 
service. 





GREENFIELD, 


NEW YORK: 15 Warren St. 


CHICAGO: 611 W. Washington Blvd. 
Canadian Plant: Greenfield Tap & Die Corp. of Canada, Ltd., Galt, Ontario 


DETROIT: 228 Congress St., W. 


H. A. 6-20-29 





fr. U A. Entered as second 


HARDWARE AGE, published weekly by the IRON AGE PUBLISHING CO., 239 West 39th Street, New York, nF Ss. 
class matter May 22, 1913, at the Post Office at New York, under the Act of March 3, 1879. (Printed in U. 8S. A.) $3.00 per year. Single copies 
25e. each. Vol. 123, No. 25. 














SER in naman, 


MRS sean iy Paes 
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é Introducing 
a New- 


JOIST 
BORER 


—that will drive bits up to 114 inches and is packaged in 
a box 334 x 434 x 73% inches, so that it may be easily 
arranged on the hardware or electrical supply dealer’s 
shelves. 
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SRR Ritter rent. 


The new Greenlee way of merchandising joist borers 
enables the dealer to conveniently arrange a stock of these 
borers on his shelves. All of the necessary parts, except the 
14-inch conduit which is supplied by the electrician, come in 

one small box and are easily assembled. All that the dealer 
need do is assemble one for display purposes, and sell the boxed 
borers on his shelves from this sample. 


Electricians like this new No. 750 Greenlee Joist Borer because 
it greatly increases the range of joist boring and is a high quality 
tool. The bit chuck is strong enough to drive bits up to 1% inches 

and is sturdy enough to withstand the hardest kind of use. Longer 
life results from having the spindle run in ball bearings packed in 
grease, instead of babbitt or brass bearings which are comparatively 
short lived. The welded round link chain used to propel the spindle 
head is easy on the operator’s hand as compared with the square link. 


4 
} 
4 
a 
a 


Be sure and get in on this new merchandising idea. Electricians 
yi prefer the Greenlee Borer and will spend their money for it. Write 
4 for further details. 





“Merchandised. Sales Offices and a ae 
in this Size Boy Bowon’ 3438 Binford Si. 


Philadelphia: 2402 Chestnut St. 
San Francisco: Sheldon Bldg. 
Los Angeles: 1302 Washington Bldg. 
Seattle: L. C. Smith Bldg. 
Canada: Richardson & Bureau, Ltd., 


278 Craig St., West, Montreal. 


Y7 GREENLEE TOOL Co. 
Rockford, Ill. 


79. 
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THE SYMBOI 
OF QUALITY 
IN CHAIN 
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6 Popular 
Assortments 


One of these assortments will 
fill the needs of your locality. 


Assortment No. 1 
(7 reels) 
175 ft. No. 2/0 Tenso SRP* 
125 ft. No. 3/0 Lock Link SRP 
200 ft. No. 3 TensoSRP 
75 ft. No. 2/0 Machine BRT 

100 ft. No. 80 Sash Chain SRP 
200 ft. No. 0 Brass Safety 
200 ft. No. 16 Double Jack SRP 


Assortment No. 2 
(6 reels) 
175 ft. No. 2/0 Tenso SRP 
125 ft. No. 3/0 Lock Link SRP 
75 ft. No. 2/0 Machine BRT 
75 ft. No. 2/0 Elwel Coil BRT 
250 ft. No. 80 Sash SRP 
250 ft. No. 100 Sash Coppered 


Assortment No. 3 
(5 reels) 
175 ft. No. 2/0 TensoSRP 
125 ft. No. 3/0 Lock Link SRP 
150 ft. No. 2/0 Passing Link BRT 
75 ft. No. 2/0 Machine BRT 
250 ft. No. 80 Sash Coppered 


Assortment No. 4 
(4 reels) 
175 ft. No. 2/0 TensoSRP 
150 ft. No. 6 Pump Hot Galv. 
150 ft. No. 2/0 Elwel Well SRP 
500 ft. No. 100 Sash Coppered 


Put in an ACCG 
complete chain a 
‘merchandiser comb §8CCO Chain ~) 
Rack fits anywhere, ta Ard|\ @vo squ 
feet of space. A dark blu@ijidy= our color’ 
display sign at the top adds an attractive touch 
‘of color to your store. 

Pick the assortment best suited to your de- 
mand, or make up your own assortment. Send 
today for price of stand complete with chain 
stock. Use the coupon below. 










Assortment No. 5 
(4 reels) 
175 ft. No. 2,0 Tenso SRP 
125 ft. No. 3/0 Lock Link SRP 
250 ft. No. 1 TensoSRP 
350 ft. No. 4 Tenso SRP 























Assortment No. 6 
(4 ree!s) 
525 ft. (3 reels) No. 2/0 Tenso 


250 ft. (1 reel) No. 1 TensoSRP 
* SRP is cold galvanized 





AMERICAN CHAIN COMPANY, INc. 
Bridgeport, Connecticut 


Please send prices on ACCO Chain Rack with the following 
assortments: No................. Re eae _. _, | ipnrnteeyuees 


Also on this special assortment:....0000000000000...... 
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AMECO 


Many dealers, having settled their 
weather strip problem by standardiz- 
ing on the full Bosley line, look to this source for 
the latest improvements each year. To these, and 
to dealers who discover BOSLEY’S anew this 
year, “AMECO” will be a boon. Held firmly in 
place by copper coated steel, the wide felt does the 
work of old style strips twice as 


Bom”. ’S 






KOPAR 


As an example of how BOSLEY’S 
delivers double value a second new 
strip has been developed as a 1929 leader. 
“KOPAR?” carries the cushion strip to its highest 
improved state. The filled cushion of grease-proof 
rubber is sealed and reinforced by steel, copper 
coated by a patented process guaranteed against 


peeling. 


bulky. an d 


Heat Seal ’29 
Dust Seal ’29 
Wind Seal ’29 


These are 4-ply sealed flange 
all-cushion strips. With the 
remainder of the Bosley line 
they afford the fullest range of 
prices and sizes for every use. 





“Ameco,” the new Weather Strip for homes, 
best of household Weather Strips. Improved 
double contact; felt cannot pull loose. 


“Kopar” in four sizes for every kind of door 
or window. Most durable and efficient of 


Your grandfather bought 
good weather strip from 
Bosley. Demand the best— 
Bosley’s 


cushion strips. 


THE D. W. BOSLEY COMPANY, CHICAGO 


ROSLEY’ 


Weather Strip 


TRADE MARK REGISTERED 
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To make sales, to build up solid 
good will, to create consumer ac- 
ceptance and consumer good will, an 
advertising campaign must not be a flash 
in the pan but must continue month after 
month. 


This is true of Nicholson File Company 
advertising — called the “inside story of 
Nicholson Files” because it is read in the 
homes and offices of so many thousands 
of tool users. 


Nicholson advertising continues month 
after month in General Magazines, News- 
papers, Class Magazines and Industrial 
and Farm Papers. In fact it does more 
thanthat. It hascontinued year after year. 
NICHOLSON FILE COMPANY 


Providence, R.1., U.S. A. 


NICHOLSON FILES 


—A File for Every Purpose 
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Quality First— 
Then Price 


EALERS should realize the econo- 

‘ my of selling goods from the 

_¢ | Standpoint of quality rather than price. 

' A product that is made well, then 
fairly priced, is the most economical 
to sell. Our Tubular and Clinch rivets 
are made and priced in this way. 
Dealers will find it decidedly to their 
advantage to carry a full stock of all 
sizes. There is a distinct satisfaction 
in offering your trade the highest 
quality product on the market. 


Pacific Coast Representative 
J. T. McDEVITT 
Postal Telegraph Building, 
5 San Francisco, California. 


Otpproved / 


————by the keenest 


buying brains in the country 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 








The laxest 
factory in the 
world devoted 
lo the. manu~ 
facture of 






= SS 


8 2 & z = 


nmeanne 
aaa 
m a 





aan 






























































teens 
































8 HARDWARE AGE for JUNE 20, 1929 








HEN you buy Squares! 

Buy from a complete line of tools! 
For it pays to concentrate your buying. 
Less money tied up in slow moving stock, a 
faster turnover—more profits if you buy one 
line instead of many. 
And for mechanics’ tools, buy Pexto. The line 
complete! Made by a 110-year-old manu- 
facturer, who knows how to make good tools 
—and furthermore knows what good tools to 
make. 
For PEXTO tools appeal to every type of 
buyer from the skilled mechanic—the car- 
penter—the electrician—to the handy man at 
home. 


The Square 
om another angle 


Catalogue No. 26T should certainly be on 
your desk—send for it today if you haven’t a 
copy. 

There’s a jobber only as far away as your 


telephone who carries all of the following 
Pexto Tools in stock: 


Hammers Braces Pliers 


Chisels Snips Wrenches 
Screw Drivers Pruning Shears Squares 


He’s a mighty good fellow to know! 


THE PECK, STOW & WILCOX CO. 
Southington, Conn., U. S. A. 





“IT PAYS TO CONCENTRATE—ON PEXTO”’ 


* 
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Good Housekeeping 
XK, © Institute w/ 
ROUSE KEEPING MACK 














Make your 


WINbow DIsPLAyYs 


pay dividends 


in Goopv WILL 


OUSANDS of merchants are using the Good 
Housekeeping display poster shown in this win- 
dow because it helps their sales. They are telling 


people that they deal in satisfaction. They 
are profiting by the great confidence the 
buying public has in Good Housekeeping’s 
advertising guaranty. Most people know 
that they are never more sure of their 
money’s worth than when they buy the 
products advertised in and guaranteed by 
Good Housekeeping. 


Good Housekeeping can guarantee all 
household appliances and devices adver- 
tised in its pages because every one has 
been tested and approved by Good 


Housekeeping Institute. 


GOOD 











THIS GUARANTY 
PROTECTS YOu 





Ask here for merchandise advertised in 


GOOD HOUSEKEEPING 




















FREE —This display poster tells 
people you sell satisfaction. Thou- 
sands of stores are using it to 
win confidence and good-will. It 
will help your sales, too. Sent 
free—simply return the coupon. 





These tests are conducted both in an engineering lab- 
oratory and under the working conditions found in a 


variety of homes. The Seal of Approval of Good 


Housekeeping Institute on any product 
is positive assurance of satisfactory values 
and performance. 


Why not turn public confidence to your 
profit? You probably stock many of the 
tested and approved items advertised in 
Good Housekeeping. It is an easy matter 
to check your stock against Good House- 
keeping’s advertising pages and then make 
a special window display. We will gladly 
send you display posters—free— if you will 
return the coupon below. Note the use of 
this poster in the window above. If the 
Seal of Approval is helping thousands of 


merchants it should help your sales, too. 


" GOOD HOUSEKEEPING TRADE SERVICE 


Everywoman’s Magazine 


HOUSEKEEPING | 


57th Street at Eighth Avenue 


New York, N.Y. 


57th Street at Eighth Ave., New York City HA6-29 


Please send me free window posters and list of 
currently advertised guaranteed merchandise. 


PGE OP CES os nc cccessscciisscsensces 
("ee oer eee 
City & State 


Specify number of windows to be used 
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S$ UNLOADERS 


One of this season’s biggest crops 
will be hay. Grass looks fine and pros- 
pects for heavy tonnage are in sight. 
Reports coming from every direction 
tell the same story which when trans- 
lated into terms of equipment. means 
that the demand for Myers Hay and 
Grain Unloading Tools will continue 
strong throughout the summer. 





MYER 


l EXTRA LONG TRUCK-I6"WHEELBASE (7 
Sm LARGE STEEL BEARINGS 





















MYERS 


SURE LOCK 
SLING UNLOADER 


PATENTED 


8 WHEEL FLEXIBLE ENGINE TRUCK 



















Myers Unloaders, Forks, Slings, Pulleys, 
Tracks, Hooks and Fixtures—the complete line 
for every unloading service—nationally adver- 
tised and sold wherever hay or grain of any 
kind is a crop—are built for strenuous service 
during the harvest season. Designed for speed, 
large capacity and light operation, Myers Un- 
loaders save time and labor. They cut unload- 
ing operations in half, and frequently when 
weather conditions are unfavorable save many 
tons of hay or grain from being damaged or 
lost entirely. 































BS FOR SLINGS 
OR FORKS 




















TheMYERS 
CROSS DRAFT 
SLING UNLOADER with 
STEEL BEARINGS 


PATENTED 



































tro Mow 

New equipment will be required and as frequent- 
ly occurs, it will be needed in a hurry. Are you 
ready to meet the demand and profit through the 
business these favorable conditions will create? 
We are prepared to support you. Myers quality— 
Myers performance—always superior—always sat- 
isfactory—is ample assurance of profitable business 
during the harvest season. Act today—write or 
wire—we are prepared to make prompt shipments. 








\/ 18" 
Me. WHEELBASE 
» FOR FORKS 
Fr OR SLINGS 
DOES NOT 
REQUIRE A 
KNOCKER. 

























TH F.E.MYERS & BIRO.¢9: 


ASHLAND, OHIO. _ 


for over Fifty Years of MYERS HONOR:BILT’PUMPS for Every 
WATER SYSTEMS-HAY and GRAIN UNLOADING TOOLS - rey? FACTORY and 
GARAG 









E DOOR HANGERS- STORE LADDERS, Etc. 
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Introducing 
“The Silent Watchman 
for Hospital Doors * 


1. The Surface Type No. 453 2. The Mortise Type No. 454 


quired in hardware equipment to secure 


In present day construction and moderni- 
silence through perfect door control. 


zation of hospitals, where every effort is 
made to secure silence, the many doors 
have offered a problem in maintaining The New Door Holder— 


smooth, silent operation. —is silent in its operation—holds the 
Recognizing this problem, Stanley announ- door in any position—prevents the door 
ces the new Friction Roller Door Holder from slamming—is easily applied—is 
—“The Silent Watchman for Hospital easily operated—is long wearing—re- 
Doors.” It combines all. the features re- quires no adjustment—is economical. 


Made in two types for Surface or Mortise application. The surface 
plates are made of polished bronze and can be supplied in any finish. 


Send for complete information on this new Friction Roller Door Holder. 


THE STANLEY WORKS :: NEW BRITAIN, CONN. 


STANLEY HARDWARE 
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Our Other Products 


Include 


Netwick Poultry Fence 
Graduated Poultry Netting 
Galvanized Hardware Cloth 
and the following brands 
of Screen Wire Cloth 
Cortland Black Enameled 
Graywick 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 


U8 


ESTABLISHED 18675 


Bee eee sess aces ees ace tales atatatata 





WICK WIRE BROTHERS 
Hexagon Poultry Netting 


Poultry owners often ask: ‘““What makes 
Wickwire Brothers Poultry Netting /ast 
so long?” The reason is because it is 
made of Open Hearth Steel which is 
superior to Bessemer because it is far 
more rust resisting. 

Another reason is the thorough coat of good 
quality galvanizing we use which gives added 
protection. 

The Wire is drawn in our own mills and all 


processing through the Steel Plant, Rod Mill and 
Wire Mill is under our constant supervision. 


Our products have maintained a national reputa- 
tion for quality and satisfaction for more than 
50 years. 


Sell the best and hold customers. 


Your Jobber Will Supply You 


HERS 


° 
i Yor S.R. 
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CJ —JEFFERSON 
A chaste Colonial design of graceful 
curves and simple lines. To harmonize 
with the popular styles of Colonial 
decoration. A choice is offered of 
either metal or glass knobs. 


CK—CATALONIA 
Made of solid white bronze, perma- 
nently rustless, with a hand-forged 
wrought iron appearance that is last- 
ing. The color will not change. It will 
not stain or discolor the woodwork. 


AL—LANSDOWNE 
Of great artistic merit, in the style of 
the Adam Brothers. Appeals to home 
builders of taste who select their 
home equipment for its greater beauty 
as well as for its greater utility. 


WoRTH-WHILE PROFIT FRomM 
HARDWARE OF MODERATE PRICE 


OO OO OD eee ee eae ee eee eee eq eq 


A sHareE of the building dollar belongs to the hard- 
ware retailer, and he must make sure that this share 
is not too small. Sales effort placed on quality, style, 
and suitability can lift builders’ hardware from the 
price competition class, and can make it the means of 
increased profit. 

Consumers in general are ignorant of the fine points 
of hardware. They must be convinced of the greater 
desirability of solid brass and bronge, its greater 
beauty and its greater durability. 

The designs shown are moderate in price, attrac- 
tive, and their sale returns a worth-while profit. Hard- 
ware of this nature should be taking the place of 
those old patterns that have had their day. These 
designs are intended particularly for use in houses 


that are equipped from the dealer’s stock; we have 


other moderately priced patterns and also more ex- 
pensive designs for the more pretentious dwellings. 

All of these designs are especially suitable for doors 
of 13g” thickness. With sectional sets, screws for the 
key plate and rose will not hold firmly on these thin 
doors after the wood is cut away for the mortise. 
These new patterns permit the screws to hold firmly 
in the thicker wood above and below the mortise. 

There are many Sargent designs of builders’ 
hardware for every type of construction, from the 
small simple home to the more elaborate dwelling 
and for the largest office building, hospital, and 
apartment house. 

Sargent & Company, New Haven, Connecticut ; 
94 Centre Street, New York City; 150 North Wacker 
Drive (at Randolph), Chicago, Illinois. 
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SARGENT 
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The customer who purchases 
Bethlehem Bolts and Nuts is pur- 
chasing merchandise that can be 
instantly identified as possessing 
high quality. 


Every Bethlehem Bolt is marked 
with an ‘‘A’”’ on the head. None 
except good bolts are 
marked in this way. The 
**A”’? on the head means 
several things. It means 
that Bethlehem Steel 
Company not only makes 
these bolts but wants to 





oA 
Waar the on the head 


means to the dealer 


Bolts and entire willingness to 
stand back of them. 


Bethlehem Bolts appeal especially 
to thedealer who wants tomake his 
store known as a good place to buy 
sound, dependable merchandise, 
and who realizes the advantage of 
offering products of def- 
initely high quality 
which the customer in- 
stantly recognizes as such. 
BETHLEHEM 
STEEL COMPANY 
General Offices : Bethlehem, Pa. 
District Offices: New York, Boston, 


2¢) H Philadelphia, Baltimore, Washington, 
become known as their Bethlehem Bolte Atlante, Fithareh, Botele Coven, 
i s . ptroit, Cincinnati, Chicago, St. Louis, 
manufacturer. It indi are identified by San Francisco, Los Angeles, Seattle 
* 5) sabe ortland, and Honolulu. 
cates this Company’s an “A” on the Bethlehem Steel Export Corporation, 
confidence in Bethlehem _ head of each bolt. caters: ~ Spemaaaaaaae 


THLEHE 


BOLTS NUTS 
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rue corner stone laid by our founder in 1829 
remains unchanged —“Quality, Service, Fair 


Dealing”. 


Upon it has risen a wholesale house splendidly 
equipped to supply your business needs, 


Yet offering besides a very real aid against certain 
“Price” Competition. 


100th Anniversary Specials 





‘Remember — Mass display attracts 
the crowd. Feature these specials — 
display them in quantity. 


Self Apparent Values | 


Mean Increased Sales 


1829 THE GEO. WORTHINGTON CO. _ 1929 


CLEVELAND 
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He’s Satisfied With His Profits 


(THERE'S always a smile of satisfac- 
tion when a merchant totals his 

sales for the year and finds his busi- 

ness on a good, sound, profit paying 

basis. 

He keeps abreast of the times and watches what other 

merchants are doing. He pays strict attention te his 


window displays and makes frequent changes to keep 
customers interested. 


He follows the weekly market prices in Hardware Age 
and buys advantageously. 


Such merchants often subscribe for extra copies of 
Hardware Age for their clerks. In short, they are suc- 
cessful because they study and adopt the ideas and 
suggestions that have built success for others. 


These merchants are usually readers of 


Hardware Age 


239 West 39th Street, New York, N. Y. 
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With a stock of American Nails you 
are sure to give your customers qual- 
ity. The common nail—like common 
sense—is not so common. A nail is a 
nail—they all look alike until put to 
actual use. You can be sure of cus- 
tomer satisfaction when you sell 
American Nails. They do the work 
right—do not bend. Carpenters and 





Ameriean Nail 





all nail users are well pleased with 
nails they can depend upon. 


American Nails are loyal servants 
arid you want to sell a product that 
gives the customer this assurance. 
Write for particulars—also for the 
“Manual of Carpentry.” It is handy 
to have in the store. 


> Pearson Cement Coated Nails have been the Y 





é ) > Cement Coated Wire Nails ys 
: | 








standard of quality ever since Cement Coated 
Nails came into use. All users of Coated Nails F 
who have regard for quality will specify Pearson. é 


American Wire Tacks and Peerless 
Tacks combine all the essential 
features of good tacks and are 
sold under our guaran- 
tee of full weight 
and full count. 















American Steel & Wire Company 


Subsidiary of United States Steel Corporation 


208 S. La Salle Street, Chicago 


Cleveland Worcester 
Minneapolis-St. Paul 


Other Sales Offices Boston 
ilkes-Barre St.Louis Kansas City 


iy U. S. Steel Products Company: San Francisco, Los Angeles, Portland, Seattle 





Philadelphia 
Oklahoma City 


30 Church Street, New York 


Pittsburgh Buffalo 
Birmingham Atlanta 


Cincinnati 
Denver 


Detroit 
Memphis Dallas 


Salt Lake City 
Export Distributors: United States Steel Products Co., 30 Church St., New Y ork 
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PRIMO, BECAUSE OF ITS 
CONSTRUCTION, HOLDS CORK 
CUSHION OVER ENTIRE SUR- 
FACE OF TOP OF THE RIM. 











PRIMO—THE ONLY CROWN 
WITH A DOUBLE SEAL. 


b 





RIMO makes big, steady 

profits for Hardware Houses, 
Grocers, Paper Supply Houses 
and Malt and Hop Dealers. It in- 
sures positive repeat business, as 
it hermetically seals the contents 
of the bottle and preserves the 
quality of the beverage. 


PRIMO 





PATENTED 





PRIMO, BECAUSE OF THE 
RAISED CENTER, ABSORBS 
THE SHOCK OF THE PLUNGER. 





OF 52 Od 4»! 


the only crown that corks your bottle 


PRIMO—"A CORKING CAP!” 
Packed in the handy one-gross 
package, 3x4x4¥% inches, 
50 to each carton. 












PRIMO, BECAUSE OF THE 
RIDGE FORMED DURING THE 
CAPPING OPERATION, PRE- 
VENTS LEAKERS. 

















PRIMO, BY ELIMINATING 
CROWNING PRESSURE ON THE 
RIM, PREVENTS CHIPPING. 







PRIMO is the only crown that 
embodies the five patented fea- 
tures shown above. The raised 
center and double seal prevent 
leakers— protect bottles from 
chipping in any crowning equip- 
ment. Samples and prices fur- 
nished upon request. 








Owned and Manufactured by 


ATLAS TACK CORPORATION 


The largest and oldest manufacturers of tacks and 
small nails in the world 


NEW YORK OFFICE: 17 State Street 


“FAIRHAVEN, MASS.,U.S.A. 
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TRADE MARK 











June 16th to 22nd 
“Sn full suing” 
AUNCHED last week. 
the national advertis- 
ing campaign on all Win- 
chester Products is now 
in full swing. Slowly, 
surely, steadily, the de- 
mand for these new prod- 
ucts—Winchester Fishing 
Tackle. Flashlights and 
Batteries, [ce and Roller 
Skates, Cutlery and Tools 
—willbe developed among 
your customers. 


Each. in its own field, will 
become as well and as 
favorably known as a Win- 
chester Gun. Winchester 
Guns and Ammunition. of 
course.willalsobe heavily 
advertised in the new 
campaign and. in this line 


too, you can look forward 
to a steady growth in 
popular demand. 
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Is Your Name on our 
Mailing List? 


INCE we sell through the jobbing trade, we 
are not always able to maintain a complete 
list of every dealer who handles some one or all 
of the Winchester Products. From time to time, 
however, we have interesting information to send 
to all dealers and we would like to be sure that 


your name is on our list. 


Have you been receiving our announcements this 
spring? Have you obtained the information you 
want on Winchester new or old line products? 
Have you requested our new “Sales Aid Book” or 
our display, booklets and other merchandising 
material? We would much appreciate your answer 


on this coupon. 


Advertising Department, 
WINCHESTER REPEATING ARMS CO., 
New Haven, Conn., U. S. A. 


Gentlemen: 

My name is (is not) on your mailing list. 

( ) Please send me your complete new catalog as soon as 
issued. 

( ) Please send me your new “Sales Aid Book” from which 
to select display and other cooperative material. 
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ATK 


SILVER 
STEEL 


Mr. Happyman Says 
ATKINS ‘tea SAWS 


Pay a Legitimate Profit 











But every time YOU SELL a Cheap Saw 
you are STEALING YOUR OWN 
MONEY; you are killing off your own 


customers. 


Every dealer and jobber has a reputation 
to maintain, and if he sells cheap, un- 
branded goods he loses it; also his cus- 
tomers, and his profits go a-glimmering. 


For the dealer who is wide-awake and 
looking for REAL LEGITIMATE 
PROFITS there is no end to the pros- 
pects for selling Atkins SILVER STEEL 
Saws among the carpenters, farmers, me- 
chanics, and the home workshops; these 


men buy good saws—ATKINS SAWS, 
if you please. 


Remember “bum saws” make a bum hard- 
ware store, and you can measure the in- 
telligence of a man by the tool he uses; 
likewise the intelligence of a buyer by the 
saw he purchases. 


Volume Sales of Cheap Saws is 
“profitless prosperity’ — Sell 
ATKINS and make more money. 





Get the New Atkins 
Catalog—Now Ready 





E.C.ATKINS & CO. 


ESTABLISHED 1657 THE SILVER STEEL SAW PEOPLE 
Home Office and Factory, INDIANAPOLIS, INDIANA 
Canadian Factory, Hamilton Ontario 
Machine Knife Factory, Lancaster N.Y. 
Branches Carrying Complete Stocks in The Following Citleas 


San Francisco 
Seattle 


New Orleans 
New York City 
Portiand,Ore. 





Vencouver, BS 


Paris. France 
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MAKES AVAILABLE 
HINGES OF TRUCE 
MODEEIN DESIGN 














Ste en 











This page reveals for the first time hinges in the 
true modern design . . . The hinge shown above is 
readily recognized as adirect descendant of congested 
metropolitan areas. Modernists were quick to seize 
upon the “set-back” skyscraper asa motif because it 
created lights and shadows of unusual and interest- 
ing shapes—The Nirvana of Modernism. The hinge 
shown is 3713 in Electro Dead Black with tips of 
polished chrome . . . The design at the right is a bit 
in advance of the present vogue. It is inspired by the 
trend of modernism on the Continent where the van- 
guard is replacing the angular with curves. The 
hinge photographed is 3713 with one leaf in dull 
brass, the other in dull bronze and polished nickel 
tips—a harmonious use of the three metals accepted 
in modern treatment... All high-grade McKinne 
Hinges are available in these modern designs wit 
finishes of various combinations... In ordering 
use suffix “5g” for pin shown above and suffix “%” 
to designate the pin shown at the right, that is, 
3713% or 3713%. 


McKinney Manufacturing Company, Pittsburgh, Pa. 





— 
FE FS Pa ae 
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TRADE 





WINDS 


By Liew S. SOULE 


PLENTY OF OWNERS, BUT ONLY ONE COW 


HERE is an East Indian fable concerning two 

men who pooled their wealth and bought a 

cow. For a time all went well; each provided 
his share of the fodder, and received his share of 
the milk. Then a quarrel arose, the partnership was 
dissolved, and they drew lots to see which half of 
the cow each should own. The man who drew the 
front half soon tired of his bargain. His half did 
nothing but eat and moo. His partner with no food 
to buy, and plenty of milk, laughed and grew fat. 
Finally owner number one quit feeding his half and 
both halves died. 

Despite the division of ownership, it was only one 
cow, after all. 

The various factors of independent merchandise 
distribution may find food for thought in that fable. 
The retailer, the wholesaler and the manufacturer 
have long labored under the assumption that each 
is, in truth, independent ; that each owns a separate 
and distinct part of the distribution system. They 
are just beginning to realize that, regardless of the 
arbitrary divisions, there is only one independent 
distribution “cow.” 

The sooner the hardware industry. in general 
recognizes that fact and acts accordingly, the better 
it will be for all factors of the industry. Realization, 
without action, means nothing. The solution of the 
distribution problem, as far as the “independents” 
are concerned, lies in whole-hearted, practical and 
legitimate cooperation. Each factor in the distribu- 
tion system must do a fair share of the feeding and 
accept a fair share of the milk. Otherwise there 
may be a “dead cow” story in hardware history. 

There are too many “chips” on hardware shoul- 
ders—too much readiness to find fault with the other 
fellow, inside the industry. Since it is but one in- 
dustry why not drop all those little individual “chips” 
and shoulder one big chip that signifies a willing- 
ness to fight in unison to maintain the industry as a 
whole, and to foster the independent system of hard- 
ware distribution. 

Let’s look at the situation fairly, on the principle 
of “give and take.” Since distribution starts with 
the manufacturer, we will do likewise. We contend 
that the manufacturer who makes a line of merchan- 
dise must look to the “independents” for his distribu- 
tion. But—jobbers and retailers complain that some 
manufacturers who look to them for distribution of 


quality items, are also marketing items of their line 
through mass distribution channels, at prices which 
put the independents at a disadvantage. 

At the same time there is a complaint from manu- 
facturers to the effect that some wholesalers are 
buying on a hand-to-mouth basis, carrying insuffi- 
cient stocks, and expecting the manufacturers to do 
the distributing and still pay a wholesaler’s profit. 
To offset this, there are wholesalers who say that 
retailers are buying in quantities which entail a job- 
bing loss rather than a profit; that services are de- 
manded, which boost the general overhead ; that dis- 
counts are improperly taken; that price concessions 
are abused. Meanwhile the retailer complains that 
he pays too much for his merchandise; that whole- 
salers invade his field and sell direct to his cus- 
tomers ; that manufacturers aid his chain competitors 
to undersell him—and so on. 


There is some truth in all these complaints. The 
trouble is, however, that each factor in the industry 
overestimates the faults of the others and minimizes 
his own faults. They all want to milk the cow and 
nobody wants to feed her. 

We could go on indefinitely, but it is unnecessary. 
The hardware Council covered all these points and 
more in its report entitled ‘““Trade Betterment.” We 
have the ground Work of facts, but we are still weak 
from the standpoint of action. 

The function of the independent channel of dis- 
tribution is to get the merchandise to the consumer 
at the lowest possible price commensurate with a 
fair profit. Its consumer prices must approximate 
the consumer prices of other channels. At present 
the general overhead of the independent distribu- 
tion channel is too high, and that general overhead 
can only be reduced by genuine cooperation of all 
the factors involved; cooperation that goes farther 
than committee reports or resolutions adopted. 

We firmly believe that the indepefident channel is 
the proper one for hardware distribution; that it is 
basically the most economical channel. We believe 
that the intelligence of the men in that channel is on 
par with that in any form of business in the world. 
With real cooperation among the factors involved, 
the combination is unbeatable. 

But—there is only one cow and it must be fed as 
well as milked. 

















HARDWARE AGE for JUNE 20, 1929 





HE LIKES TO 
HUNT AND FISH 


At any rate, “Bob” 

Armstrong drives a 

thriving business in 
sporting goods 





Armstrong moved across the 


IX years ago R. T. 

State line to Nevada, Mo., from Fort Scott, Kan., 

and took over a hardware stock that hadn’t been 

watchfully weeded out; his success has been—well, 

“phenomenal,” to use a word that applies only once in a 
while. 

Right at the start he began weeding and pruning— 


He Put IN Too. 


Then, With a Well-Assorted Stock, One of the Best Be- 
tween Kansas City and Joplin, ““Bob’’ Armstrong, 
Nevada, Mo., Made His Store a Mecca for Professional 
and Amateur Mechanics—By Stocking and “‘Staging”’ 
Good Merchandise and Sticking to Tried-and-True Lines 


He Earned Reputation as Natural-Born Hardware Mover 


By GEORGE F. MASSEY 
Field Editor, Hardware Age 


and adding, when addition seemed to be his best mer- 
cantile bet. He put in tool cases. He put in gun cases. 
He put electric lights inside both cases, so the customer 
could see the tools and guns more plainly than by broad 
daylight. 

This characterized his whole policy. He let daylight 
and electric light into that store to an extent not notice- 
able in average Henry Brown’s average home for hard- 
ware. Two of the wall cases are each ten feet long and 
one is twelve feet. Crystal plate glass fronts them. 
Within are electric lights and reflectors, which “spray” 
the light over the tools and guns. 

This, according to “Bob” Armstrong, is the way to 
“stage” such merchandise and he won't raise many ar- 


“BOB” ARMSTRONG LETS DAYLIGHT AND ELECTRIC LIGHT INTO HIS STORE 


One of the first things he did after buying a too-miscellaneous stock of hardware in Nevada, Mo., just a few miles across the 
state line from his old retail stand in Fort Scott, Kan., was to install a wall-case for the proper display of mechanics’ tools; and 
inside the case he installed enough bulbs to “spray” the merchandise with light so the customer could see what he was buying. 
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CASES 


IT FACES THE VERNON 
COUNTY COURTHOUSE 
FROM THE NORTHEAST 
CORNER OF THE SQUARE 


The Armstrong Hardware Co., 
Nevada, Mo., which “Bob” Arm- 
strong has run for six years is a 
“hardware emporium,” if there 
ever was one. Right at the start 
he began weeding and pruning— 
and adding. His success deserves 
the old tag, “phenomenal.” 


guments in the vanguard of 
the hardware trade with that 
kind of a contention. High- 
grade tools and guns form at 
least two departments in the 
business, which do not lend 
themselves to the pull of ordi- 
nary “‘open display.” 

To a good carpenter a good 
saw is much like a fine violin 
is to an accomplished violinist. The pride of the 
craft! The pride of the art! There is little real dis- 
tinction between the two. Either the good saw or the 
fine violin are too valuable, too highly finished, to expose 
to every damp palm unless that damp palm belongs to 
an actual prospect. 

Moreover, quality tools must be protected from dust 
and, as much as possible, from atmospheric moisture ; 
air inside a tight wall case does not respond so quickly 
to change of temperature as air does in the store out- 


NEVADA’S VICINITY ABOUNDS IN 


This is Radio Springs Lake, right on the outskirts of “Bob’’ Armstrong’s home town. 
center around other lakes nearby. 


PLACES TO FISH, SWIM AND BOAT 





side. 
hardware merchants, but in few 
better conformed to than in this Missouri store. 

Work! Hand-work, foot-work and, especially, head- 
work! These are the natural aspirin tablets that keep 
“Bob” Armstrong going. [ut don’t get the idea that 
the Armstrong Hardware Co. runs R. T. Armstrong. 
It’s the other way around. 

“I stick to the double-entry system,” he 
cracking a smile. 


This simple fact has long been recognized among 


establishments is it 


says, not 


(Continued on page 52) 





Numerous fishing and hunting clubs 


Tourists are driving here from long distances. They buy some of their sporting equipment 
out of the Armstrong “hardware emporium.” 
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THE MERCHANDISING MANAGER 


By SAUNDERS NORVELL 


buyer has certain qualities and a good salesman 

has certain other qualities, but that the qualities 
of the two are very different. The old idea was that a 
good buyer was simply a person with a hard-boiled 
poker face, who could buy goods at low prices. A 
salesman was supposed to be a cheerful, optimistic sort 
of fellow, who could make friends and sell goods. 

While, of course, there is some truth in the fact that 
characteristics of good buyers and good salesmen are 
different, still in modern merchandising there has been 
developed the Merchandising Manager, and he neces- 
sarily is a man who not only understands the art of buy- 
ing but also he must understand the art of selling. A 
great Merchandising Manager is the rare combination of 
a good buyer and a good seller, and unless he combines 
these two qualities, in the nature of the case, he can 
never be a success. It has even been said in times past 
that a dyspeptic made the best buyer, while on the other 
hand a good salesman must have perfect digestion. 

One of the best Merchandising Managers I ever knew 
in this country first worked as a stock clerk in a certain 
house. Afterward he worked in the Buying Department 
and he also had retail sales experience. Then he spent 
several years as a special salesman for a wholesale house. 
He was called home, made Assistant Buyer and after- 
ward became Chief Buyer for his corporation. This 
man, therefore, had a varied experience, both in buying 
and selling. He also had experience in retail buying and 
selling which, he told me, was of great value to him 
when he became a wholesale buyer. 


‘Live has been a prevailing idea that a good 


Luave had many interviews with this very successful 
Merchandising Manager, and some of the things he 
said to me have become fixed in my memory. In my 
daily work I have often thought of some of his state- 
ments and have compared them with actual experiences, 
and almost invariably I have found that his judgment, 
based on experience, worked out in the daily transactions 
of business. 

‘or instance, he stated that a good buyer should have 
selling experience for the simple reason that the most 
important thing in buying was to have an instinct for 
buying things that would sell. This instinct comes only 
from selling experience. All buying, it must be remem- 
bered, does not consist of standard goods that are fixed 
in the catalog. Buying such goods is simply a matter of 
studying the records of sales and of former prices. 
Buying these standard goods is almost mechanical, but 
in the experience of every buyer there comes up from 
time to time the question of adding new lines of goods, 
new inventions, new styles. This is where a Merchandis- 
ing Manager can either make a great deal of money for 
his house by selecting articles that will become popular 
sellers or he can lose a great deal of money by going 


wrong in buying goods that never prove to be popular 
and therefore become dead weight on the shelves, and 
finally have to be sold at cut prices or junked at prac- 
tically a total loss. 


Ix these days of very rapid changes in business, a 
Merchandising Manager must be exceedingly alert to the 
changes that are taking place in business. Fortunes are 
made by sizing up the drift of buying correctly, and 
fortunes are lost by mistakes in judgment. There are 
sO many instances of this kind that it is hardly necessary 
to refer to them: The change from woolen and cotton 
goods to silk goods. The increase in the sale of rayon 
and silk stockings. The change from high button and 
lace shoes to sandals. From long gloves to short gloves. 
From the large old-fashioned hats to the little felt af- 
fairs the women are now wearing. From horse supplies 
to automobile supplies. From a large sale of tools used 
in wood-working to other tools used in working steel 
and concrete. From heavy clothing worn in the old 
days to very little clothing in these days when we travel 
in closed automobiles. Changes in style of furniture. 
Changes in styles of phonographs and radio sets. 

All these changes have caused enormous losses, but on 
the other hand, they have made great fortunes. The 
Merchandising Manager, who was in touch and knew 
what was happening and who guessed right made a great 
deal of money for his concern, while the other manager 
who guessed wrong lost huge sums. 

Whenever my friend, the Merchandising Manager, 
would read of some new development in science, in art 
or even in mechanics, he would ask himself, What does 
this mean? How will this affect business? In other 
words, he was constantly studying not only business 
but science and art. He was constantly looking to the 
future. He was, of course, a man of exceedingly keen 
observation. He constantly sought first-hand informa- 
tion from the best sources. 


Just at the present time I know he is studying the” 
development in aviation, the building of planes, the map- 
ping out of air routes, and his active mind is figuring 
out just how aviation is going to affect fashions and the 
buying and selling of merchandise. Already in the small 
hats of the women we see a reflection of the aviation 


helmet. Some of the women’s hats even have a suggested 
flap over the ears, just as if the dear young things were 
ready to fly. In sports coats we see a suggestion of the 
aviator’s coat, the tight belt and all that. 

The point that this Merchandising Manager constantly 
stressed in his talks with me was that price in buying 
was not the most important thing. Of course, he said 
on standard goods it was a simple matter to buy them - 
at the right price, but he said the main thing to be con- 
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sidered is the kind, quality and fashion of goods that are 
bought. 

He would say, for instance, “Suppose a buyer does 
happen to miss getting an extra 5 per cent that he might 
have obtained by haggling. After all, if the line sells, 
he has only lost 5 per cent, but on the other hand, if this 
buyer happens to buy unsalable goods, goods that will 
not move, goods that are known as shelf-warmers, goods 
that are out of date or unfashionable, then his losses 
amount to 50 or 75 per cent.” 

The last time I met him he was referring to a change 
that is taking place in Paris in the use of furniture. For 
generations it has been customary in Paris to furnish a 
flat or house with antique furniture. Old, rare and ar- 
tistic pieces brought fabulous prices. Every educated 
man and woman was supposed to be posted on old china 
and the fine points and the periods of old furniture. 

Now the smart people in Paris are selling all their 
antiques. They are getting rid of them just as quickly 
as possible, and they are furnishing their homes with 
very modern and up-to-date furniture and decorations. 

When one visits a house in Paris filled with antiques, 
it is depressing. It is like visiting a museum, and natu- 
rally you expect the lady of the house also to be antique, 
and usually she is. The younger women do not propose 
to have their charms displayed among all these antiques. 
They pride themselves upon being up-to-date. There- 
fore they wish the last word in decorations. “So,” says 
my friend, “you see a complete change in the character 
of statuary, in pictures, in decorations, in rugs and in 
furniture.” : 


H E even laughingly referred to the very advanced 
custom that now obtains in Paris of having a small bar- 
room just at the entrance to the house. When the guests 
arrive, before they take off their wraps, an attractive 
maid in back of the bar serves them cocktails before 
they enter the hallway of the home of their host. This 
is just the modern touch. : 

“Now,” he states, “stop and think of the effect this 
is going to have upon merchandise. A lot of old stock 
will have to be junked. We have got to buy what is 
up to date and what is modern. In other words, we 
have got to be up to the minute.” 

Even this spring this is shown in some of the dresses 
being’worn by women. While these print dresses are not 
very expensive, many of them are very modern and 
quite artistic. The women who buy these up-to-the- 
minute prints will be de rigueur, while the woman who 
appears with some of the flowered prints of last year 
will be out of date. Of course, most women would 
rather have anything happen than to be accused of being 
a back number. 

Now, does it not follow that the Merchandising Man- 
ager who has an artistic sense, who feels these things 
and who buys for his house accordingly, has a great 
advantage over the other manager who is behind the 
times As a matter of fact, this up to dateness is actually 
a mental quality. That is why some of the greatest Mer- 
chandising Managers make it a point to visit Europe 
every year. .They travel to sense the drift of fashions. 

Of course, all of us know that even colors are fash- 
ionable.’ One year it may be blue, the next year red and 


the next orange, but woe to the buyer who stocks up 
with the wrong colors. This spring, for instance, here 
in New York women are wearing nothing but stockings 
of various shades of tan. Just suppose some fair 
maiden should appear wearing blue or green or yellow 
stockings. She would create a sensation on Fifth 
Avenue. 


A READER of this article may say, “Well this is very 
good as far as the buying of women’s wear and house- 
hold supplies is concerned.” Anyone who watches the 
trend in any line of business will notice subtle changes 
that are taking place. Take, for instance, such a prosaic 
thing as the ordinary table knife. Formerly here in the 
United States we bought knives of the English pattern. 
The blade had a round end. The blade was wide and 
heavy. 

Now, for no apparent reason, a change has steadily 
taken place, even in the cheapest kind of table knife. We 
have switched from the English style blade to the French 
blade. This blade has a narrow point, and the buyer of 
table knives who knows his onions, as he selects his line 
is avoiding the broad blade and is selecting the French 
style. Probably he does this unconsciously. This change 
in the pattern of such a simple thing as a table knife 
has brought about a complete change in the manufacture 
of this class of goods. The old-fashioned knives will 
not sell. They will lie dead on the shelves and, of 
course, the fault is with the buyer who does not sense 
the change in the demand. 

Take pocket knives, for instance. In years gone by 
there was a great demand for very heavy jack knives. 
This demand for heavy knives, especially in the cities, 
has almost passed away. City men, by reason of the use 
of fountain pens and patented pencils, and because whit- 
tling has become a lost art, only need a pocket knife for 
a few purposes, mainly as a manicuring instrument. As 
a result, the city knife has become a light two-bladed 
affair, very thin, so it will not take up much space in the 
pocket. The city buyers who have not sensed this 
change in pocket knives will find themselves stocked up 
with the old-fashioned heavy knives, and these knives 
are very slow sellers. 


TF. ) sum up the whole matter, in buying there are two 
functions: One to buy standardized established goods 
according to the record of established sales at the lowest 
possible price, this being just a mechanical procedure. 
On the other hand, there is an entirely different class 
of buying that means a very wide knowledge of the in- 
dustry and especially the changes taking place in that 
industry. 
The first form of buying could almost be relegated to 
a cheap assistant, while the latter form of buying re- 
quires a wide knowledge and a very alert up-to-date 
mind. Of course, after the goods are bought then comes 
the matter of instructing the various agencies in sales 
distribution and the marketing of the goods, instructing 
retail clerks and instructing salesmen. 
Naturally, a Merchandising Manager, such as I have 
described in this article, understands how to talk these 
(Continued on page 52) 
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Merchandise Screen Goods 


Screen doors, IVEN a reasonable 
G space in a window or 
in the store, screen 
and wire cloth may — doors, windows and_ wire 
cloth may be the star attrac- 
tion of the stock. The win- 
played. Pictured dow of the Clark Hardware, 
here are two ex-  /amestown, N. Y., illustrated 
on this page, is proof of this 
amples of skillful statement. While there are 
handling no very expensive properties 
required for this window dis- 
play, the effect is one of real 
class. Thoughtful placing of the merchandise shares 
credit with the tasteful background for the desirable re- 
sult. Just enough atmosphere is used to tie up the 
thought of a pleasant home and the wire cloth mer- 
chandise and yet not overshadow the sales appeal with 
the “pretty” side of the display. 

The smaller photo shows an effective and very prac- 
tical arrangement of the same line of merchandise on the 
floor of the store. This arrangement permits examina- 
tion by the customer, and thereby increases the sales. 


screen windows 


be attractively dis- 





Everyone is in need of screen replacements and no one 


ever has too many. Study these displays and use them in 


your store. 


They are effective. 


That has been proved. 
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Beating the Chain Store 


The Independent Merchant Can and Should Study Community Wants— 
Keep Cheaper Grades But SELL Quality Merchandise on Value Basis— 


Hardware Business Is One of Service 


By FAYETTE R. PLUMB 


President, Fayette R. Plumb, Inc., Philadelphia, Pa. 


HE statement by Mr. Parson, | 
president of the F. W. Wool- 


worth Co., reported recently in 
the New York Times, contains a lesson 
that might very well be applied to the 
hardware business. Mr. Parson said, 
“The difficulties some of the chains now 
find themselves in can be definitely 
traced to too much expansion in the 
lines of merchandise they carry, and 
which differ materially from the mer- 
chandise the stores originally intended 
to offer.” ‘‘Invasion of one field by a 
chain in another brings about retalia- 
tory competitive action. One chain can- 
not cut into the business of another 
without expecting the latter to fight 
back with similar tactics. Carefully 
conceived plans based on tested princi- 
ples of merchandising in a well-chosen 
field are far more apt to be profitable 
than hit or miss expansion of lines or 
price limits.” 

The kind of unintelligent competition 
to which these statements refer prevails 
widely in the hardware business. We 
see manufacturers attempting to, add 
lines which are already over-produced, 
and jobbers and retailers spreading 
their capital thin and diluting their sell- 
ing efforts by the addition of new lines 
when they neither carry an adequate 
stock nor have taught their salesmen 
how to sell the lines they already carry. 
A hardware retailer who carefully 
studies the wants of his community and 
determines what articles he can supply 
better than a store of some other kind, 
and then concentrates on the sale of 
these articles, has a much better chance 
of building up a reputation and a prof- 
itable business than one who tries to 
supply everything kindred to hardware 
that some customer asks for or that 
some competitive store supplies. Cer- 
tainly a hardware man cannot make 
money selling what the chain store or 
the grocery store or the drug store can 
buy or handle for less than he and this 
includes articles for which the trade 
naturally goes to one of these other 
stores. — 

When this principle is applied to 
chain store competition, the hardware 
merchant will find that it is more prof- 
itable and in fact easier to beat it than 
to meet it. The field of the chain store 


| 
| 
| 








in hardware is strictly limited. It can | 


sell only a surprisingly small percentage 
of items that the hardware retailer nor- | 
mally stocks. These items, too, are the | 
least profitable in his stock; items of | 
such small value that it takes a high | 
degree of efficiency to handle them at | 
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a profit. The stock of a chain store 
must be confined to articles that are 
first, cheap in price; second, of a wide- 
spread appeal so that they will sell in 
all the stores in the various locations; 
third, articles, the value of which can 
be judged by their appearance so that 
they can be sold by a price tag. Can | 
the average hardware merchant hope 
consistently to make money attempting 
to meet such competition, taking into | 
consideration the enormous buying 
power of the chains, the limited variety 
which the public is accustomed to ac- | 
cept from them and their low handling 
cost ? 
Suiting the Customer’s Need 


The hardware merchant, on the other 
hand, has a much larger and more prof- 
itable field for the sale of hardware 
articles. He has advantages which he 
can use to beat such competition. He 
can choose from the variety of his 
stock the particular article best suited 
to an individual customer’s require- 
ments, and he can capitalize this ad- 
vantage to his customer. We had an | 











illustration of this today. One of the 
chains recently opened a store in our 
neighborhood. According to our usual 
practice, we went to see what they had 
to sell in hammers or hatchets. They 
don't sell axes. It was quite a large 
store belonging to an important chain. 
The hardware department was insignifi- 
cant. They had one pattern and size 
of nail hammers. This hammer was in 
three different finishes, and they were 
made by a manufacturer specifically 
for chain store requirements with all 
the work showing on the outside of the 
hammer. These hammers looked good 
for the price, but no purchaser can 
judge the value of a hammer by its ap- 
pearance. They likewise had one size 
and pattern hatchet, and one only. This 
was their entire stock of hammers and 
hatchets. Anyone who bought them 
did so at his own risk. The name upon 
them was unknown. 

No one in that chain store knew any 
more about these tools than a purchaser 
could tell by looking at them. Price is 
at once the greatest strength and the 
most serious weakness of the mass dis- 
tributors. They depend upon an 
enormous unit volume turned over 
quickly at a small margin. Necessarily, 
they must keep their selling costs down 
to & minimum. Actual observation and 
experiment in almost any chain store 
will show that the people behind the 
counters there do little more than hand 
over the goods and take the money. 
The price is relied upon as a sufficient 
selling argument. In the case of the 
catalog houses, the customer does not 
even see the goods, but has to rely upon 
a printed description or picture. 

It is worth money to any purchaser 
to have a hardware man find out how 
much use he has for a hammer and 
what kind of work he does. In many 
cases the merchant does his customer 
a real service by selling him a hammer 
of a well known brand for $1.50 instead 
of the best looking of the chain store 
hammers which they sold for 79 cents. 
A hardware man could point out the 
annoyance and danger from driving a 
nail crooked with the lopsided face of 
one of these hammers. He could also 
point out how useless a hammer was, the 

(Continued on page 54) 
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Modern Poster Alphabet 


CHAPTER 2, H to N 


By JOSEPH BERTRAM JOWITT 


HIS is the second chapter on 

the modern poster alphabet 
illustrating the basic strokes in 

the simple construction of the capital 
and lower-case letters HIK JL MN. 
This alphabet will be divided into 
four chapters or in groups of seven 
letters each with the exception of 
the fourth chapter which will treat 
on the five angle letters V W X Y Z. 
In this chapter there are no circu- 
lar strokes to learn, nothing could be 
more simple than the elementary out- 
lining strokes shown herewith the 
capital letter H, requires but six single 
strokes to outline, the little arrows 
point the direction each stroke should 
be taken and the small numbers the 





sequence of strokes. The wide parts 
or skeleton elements should be filled 
in with a larger size brush after all 
lettering is completed. The letter I 
is outlined in four single strokes and 
should be the same width as the heavy 
elements of the other letters. The 
letter J is outlined in four strokes, 
the third stroke being a backward 
stroke curving up to join stroke num- 
ber. 2. The letters K and M both 
require seven strokes. The letter N 
four strokes. 


I HE thin white line is drawn over 
the thickest part of each letter after 
the color has thoroughly set so it will 





not rub up. This white line adds 
greatly to the appearance of the 
finished show card and requires very 
little effort and time to produce. 
Letters two inches high and 1% 
in. wide are the best size for prac- 
tice work. Be sure to rule off a top 
and bottom guide line the height of 
letters, then lightly sketch out the 
outline of letters in pencil in skeleton 
formation, as shown on the alphabet 
plate. Starting with the capital let- 
ter H, select a number six red sable 
brush which will produce a single 
stroke the thickness of stroke 3, in 
the letter H, dip the hairs of the 
brush about three-quarters their 
length in the show card color, then 
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HE cards reproduced here 

were greatly enhanced by 

the use of a red line inside the 

gray border. This new style of 

lettering is particularly useful at 

this time, keeping step with the 
modern trend 
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work the brush out upon a scrap of 
card board until you get the color 
well into the heel of the brush, then 
roll the handle of the brush between 
the fingers until the hairs come to a 
blunt point. After you have trained 
the brush mark the handle so you will 
hold it in the same position each time 
you use it. 





Speed in lettering show cards 
comes only with practice, the begin- 
ner should remember this and be 
satisfied that the slow but sure 
method will bring the best results. 
If you make a mistake, do not throw 
the card away but proceed to rectify 
it as follows: 





All show card writing should be I; the surface is white cardboard, 


W ue making the downward 
strokes don’t go at it too carefully 
or slowly. Remember to hold the 
brush as you would a lead pencil, 
avoid any cramped position, keep the 
thumb and first two fingers way down 
touching the metal ferrule. If your 
hand shakes and your downward 
brush strokes are irregular and 
ragged and have a tendency to lean 
to right or left, try placing a small 
block of wood about two inches thick 
under the wrist joint, this slight ele- 
vation will permit better brush con- 
trol for a beginner. 


bring you more directly over your 
work and is much better than work- 
ing on a flat surface. This proper 
angle may be obtained by nailing 
some boards together, a good size 
desk would be 24 x 44. Nail a six 
inch strip of wood at the back of 
this board, and a two inch strip 
underneath at the front. This will 
make a very serviceable work desk 
with the proper pitch for correct per- 
spective. This may be covered with 
either oilcloth, cardboard or paper, 








making the surface even and smooth. 





done upon an inclined plane, this will | start to erase it with the point of a 


sharp penknife or safety razor blade, 
when finished smooth down the sur- 
face with the back of the thumb nail 
using a rotary motion. If the sur- 
face is colored sprinkle a few drops 
of water over the “mistake” let it 
soak for a few seconds, then remove 
the mistake with a piece of cotton or 
soft cloth, remember to wet the card 
and not the cloth. After the washed 
spot is thoroughly dry rub the sur- 
face well with a dry chamois, then 
reletter the spot where the mistake 
was. 





From a Reader of Hardware Age in England 


From Weston-Super-Mare, comes the following let- 
ter of appreciation written by J. S. Leaver, who has 
visited the United States: 

“It is always interesting to get your paper week by 
week and see something of the hardware trade in the 
country where I spent such a pleasant time. 

“Saunders Norvell’s articles are always very inter- 
esting, especially when he writes about us over here. A 
case of ‘how others see us.’ I appreciate his bouquets, 
but am more interested in his friendly kicks, because 
I, at any rate, know that they are intended for our good. 


His article some time ago on young visitors to the 
States was naturally unusually interesting to me. As 
one who was a working visitor to the hardware trade 
in the States, I can assure anyone else who feels like 
making the attempt that they have no idea of the tre- 
mendous amount of kindness that they will receive. 

“Hardware conditions over here the last couple of 
years have been very slowly but steadily improving and, 
except for the sudden rise and slow fall of copper during 
the last couple of months, prices have been getting very 
much steadier.” 


i 
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Tire Saves INCREASE RAPIDLY 


“6 ORE tires and 
tubes were sold 
by independent 

retailer dealers during the 

last year than ever before 
in the history of the rub- 
ber industry!” 

This statement, made by a prominent executive of a 
large tire manufacturing plant before a recent hardware 
convention, is notably significant. Chain stores, mail 
order retail stores, garages and service stations sell 
tires and tubes. Many sell these items at a reduced 
price—yet the independent retailer’s tire sales quota 
steadily forges upward! 

Perhaps the three most vital factors in the successful 
merchandising of tires and tubes are: 1. Trained Sales- 
manship. 2. Quantity and Quality of Logical Custom- 
ers. 3. Personal Interest in Customer and Sale. 

These three points are brought out 
forcefully in a recent letter from a 
Mid-West retail dealer. ‘We like the 
auto tire business and enjoy serving 
customers who want this merchandise.” 
writes Henry White of White Hard- 
ware Co., 130 N. Main Street, Adrian, 
Mich. 

“Our tire sales range from $10,009 
to $18,000 a year, the stock varies from 
$1,500 to $3,000 and is always well 
displayed and we have a tire and tube 
window about nine times a year. 

“We do not service tires or tubes 
and sell only for cash. We are care- 
ful of adjustments and believe that 


Two prominent retail dealers express their 
views on the selling of tires and tubes— 
from the dealers’ viewpoint. 


those dealers who do not 
stock a standard make 
automobile tire and tube 
in carefully selected sizes 
are overlooking an attrac- 
tive and profitable line.” 

One man who has be- 
come well known throughout the hardware trade due 
to his efforts in bringing together his customers and his 
merchandise, is Tom. N. Witten, president Witten Hard- 
ware Co. in Trenton, Mo. He is a past state associa- 
tion president and father of the “Trenton Plan.” Mr. 
Witten writes, ‘““The hardware dealer can meet the com- 
petition of price and service from garages and service 
stations in his locality without trouble. The dealer is 


usually far above the garage owner when it comes to 
salesmanship and he has far more calls from customers 
and opportunities to sell tires and tubes. 


























This unusually striking window display featur- 
ing auto tires was arranged by The Stambaugh- 
Thompson Co. in Youngstown, Ohio. The 
display card, reminding motorists of the need 
for good tires when motoring on a holiday, 
stimulated thought regarding new tires. 

This department occupies an important position 
on the sales floor where merchandise of interest 
to auto owners and users is well displayed. 
Most of the accessories are shown on open top 
display tables with prominent price cards. 
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W. W. Bricka General Manager 
of Goodell-Pratt Company 


The Goodell-Pratt Co., of Greenfield, | 


Mass., manufacturer of small tools, has 
recently appointed W. W. Bricka, of New 
York City, its general manager. 

The officers of the company, who have 
been associated with it since its beginning 





W. W. BRICKA 


40 years ago, have realized the necessity 
of introducing a younger man into the or- 
ganization to help work out an enlarged 
program to increase the domestic and for- 
eign business of this company. 

Mr. Bricka comes to the Goodell-Pratt 
Co. with wide experience in manufacturing 
and merchandising acquired by many years 
contact with industrial companies. 

While he has been with the company 
only since April 1, Mr. Bricka has gained 
the keenest interest and cooperation among 
his co-executives in the factory. He has 
been personally in touch with all of the 
company’s salesmen, and has gained their 
full cooperation. 


Central New York Dealers Meet 
in Syracuse, June 10 


Uhrig’s restaurant in Syracuse, N. Y., 
was the meeting place for thirty-five hard- 
ware merchants of that city and vicinity, 
on the evening of June 10, who are mem- 
bers of the Central New York Hardware 
Association. 

The feature of the meeting was a talk 
by John W. Brown, Jr., of Brown Broth- 
ers Hardware & Paint Corp., who spoke 
on the selling of paints and other wood 
finishes in a hardware store. Mr. Brown 
is an advocate of not only talking quality 
but actually proving it by use of samples 
given away to persons who are, or could 
be, interested in repainting. Demonstra- 
tions of various products for furniture and 


interior decoration are frequently conducted 


in his store. 

J. H. Couden, George W. Eddy and 
Clarence Miller were named a committee 
to investigate a plan for a trade outing 
during the summer months. They will 
report at the July meeting which will be 
held at Elbridge. A movement to close 
all hardware stores one-half day each week 








during the summer months was also dis 
cussed. 


Nine Abrasive Companies Form | 


Corporation for Export Trade 


The Durex Abrasives Corporation, Jer- 
sey City, N. J., an important and _far- 
reaching combination for export, has just 


|J. F. Donahue, New President, 
| Foster Bolt & Nut Mfg. Co. 


J. F. Donahue, vice-president and gen- 
eral manager of The Foster Bolt & Nut 
| Mfg. Co., Cleveland, Ohio, was elected 
| president and general manager of the cor- 
poration at a meeting of the board of di- 
rectors on May 31. Mr. Donahue succeeds 


| 
| 
} 
| 


keen organized to cut costs and improve | 


mechanical sanding operations in a great 


variety of industries throughout the world. | 


The corporation includes nine important 
companies in the abrasives field, with ex- 
port sales of several millions of dollars, 
who have individually withdrawn from the 
export field as far as their sandpaper prod- 
ucts are concerned, and have combined un- 
der the Webb-Pomerene Act for the con- 
duct of their export business. These 
companies are the American Glue Co., 
Armour & Co., Baeder-Adamson Co., H 
H. Barton & Sons Co., Behr-Manning 
Corp., The Carborundum Co., Minnesota 
Mining & Mfg. Co., United States Sand- 
paner Co., and The Wausau Abrasives Co 

The production of these companies is said 
to represent over 95 per cent of the Ameri- 
can sandpaper industry. Their exports con- 
stitute more than 15 per cent of the total 
American abrasive paper and cloth produc 
tion, with a world-wide distribution, 


through several subsidiaries and hundreds | 


of distributors and dealers, to more than 
fifty countries excluding United States de 
pendencies, Canada and Newfoundland. 

The Durex Abrasives Corporation's ac 
tivities will cover coated abrasive paper 
and cloth products for every industrial pur- 
pose—woodworking, metal working auto- 
mobile manufacture and body building, 
shoe and leather manufacturing, electrical 
products, insulating materials, hat indus- 
trv, paint and hardware trades and many 
other industries. 

The officers of the Durex Abrasives Cor- 
poration are A. J. Sidford (vice-president, 
Behr-Manning Corp.), president; F. J. 
Tone (president, The Carborundum Co.), 
vice-president; W. L. McKnight (vice- 
president, Minnesota Mining & Mfg. Co.), 
vice-president; D. W. Fernhout (formerly 
general manager, International Behr-Man- 
ning Corp.), vice-president; R. W. Young 
(vice-president, American Glue Co.), treas- 
urer; L. K. Southard (formerly secretary 
and general manager, American Surface 
Abrasive Export Corp.), secretary. 

As over 90 per cent of the corporation's 
sales are in European countries, a European 
sales division has heen created. in personal 
charge of D. W. Fernhout, vice-president, 








J. F. DONAHUE 











A. M. Foster, who has been elected chair- 
| man of the board of directors. 

No successor has been appointed as yet 
to fill the vacancy created by the untimely 
death of A. L. Empey, secretary and treas- 
urer. This office will be filled at the com- 
pany’s annual meeting on Aug. 16. 

Mr. Donahue was born and raised in 
| Pittsburgh, Pa. He entered the employ 
of the Oliver Iron & Steel Co. as an office 
boy in 1895 and worked in various capaci- 
ties as a clerk, and for several years was 
manager of the order and shipping depart- 
ment. 

In 1903 he left this organization to be- 
| come secretary and sales manager of the 
| New Castle Forge & Bolt Co., New Castle, 
| Pa. Five years later he joined the Rus- 
| sell, Burdsall & Ward Bolt & Nut Co. 

as Western sales manager, with headquar- 
| ters in Chicago, Ill. It was in 1902 that 


he came to Cleveland as vice-president and 
| general manager of the Foster Bolt & Nut 
| Mfg. Co., from which position he now 
| advances to the presidency. 


who will shortly establish headquarters in 


England. A second sales division cover 
ing the world outside Europe will be in 
charge of G. A. Bergstrom, formerly di- 
visional sales manager of International 
Behr-Manning Corporation. 

The corporation’s head office is located 
at 70 Montgomery Street, Jersey City, 
N. J., and an operating office is maintained 
at 82 Beaver Street, New York, N. Y. 


Wright & Wilhelmy Appointed 


L. M. Decker Co. of Omaha, Neb., has 
appointed Wright & Wilhelmy Co. of that 
city to distribute the new Decker washer 
in the Omaha territory. 


Three CeCo Officials Have Been 
Made Vice-Presidents 


Three officials of the CeCo Mfg. Co., 
Providence, R. I., manufacturer of CeCo 
radio tubes, have been elected vice-presi- 
dents of the company. They are N. O. 
Williams, chief engineer; John E. Fer- 
guson, plant engineer, and Edward T. 
Maharin, sales director. 

Ernest Kauer is president of the organi- 
zation and Richard Graver is the newly 
| appointed general sales manager. 
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Atlantic City Convention to Meet 
October 21-24 Inclusive 


Secretaries George A. Fernley and 
Charles F. Rockwell of the National Hard- 
ware Association and American Hardware 
Manufacturers Association respectively, 
have announced the dates and tentative 
schedule for the annual joint convention | 
in Atlantic City, N. J., of their organiza- | 
tions. 

Monday, Oct. 21, will be the opening | 
day for both conventions, which will again 
be held in the Marlborough-Blenheim 
Hotel. The conventions will close on 
Thursday, Oct. 24. 

Among’ the subjects which will prob- 
ably be discussed are, the present-day prob- 
lems of distribution, farm relief, tariff, 
and other pertinent questions of interest to 
the hardware men. The schedule of the 
business program will be similar to that 
of the last two years. There will be group 
meetings and the Metal Branch of the 
National association will meet during the 
convention period, as will the Accessories 
Branch. 

Arrangements have been made for re 
duced railroad fares on all railroads and 
it is urgently requested that all who con- | 
template coming to Atlantic City, com- 
municate with the hotels for room reser- | 
vations as soon as possible, for at the | 
date a heavy attendance ex- 





| 
| 


present is 


pected. 


Waranch Hardware & Paint Co. 
Celebrates 25th Anniversary 


The Waranch Hardware & Paint Co., 
660 Church Street, Norfolk, Va., cele- 
brated on June 12, the 25th anniversary 
of its founding. This firm is a wholesale 
and retail distributor for hardware and 
kindred lines and is still located at the | 
location where it was founded. 


Burgess Battery Co. Names Gun- | 
derson, Advertising Manager 


The Burgess Battery Co., 111 W. Monroe 
Street, Chicago, Ill., maker of dry bat- 
teries and flashlights, has appointed Glen 
A. Gunderson to be its advertising man- 
ager. 

Mr. Gunderson was 
American Flyer Co. and 
Trade Publishing Co. 


| 


formerly with 
the Electrical 


F. R. Van Horne Has Joined the 
Chain Products Company 


The Chain Products Co., Cleveland, Ohio, 
announces that F. R. Van Horne has joined 
its field force. After spending some time 
in the factory learning how the company’s 
Hodell chains were made, Mr. Van Horne 
left recently with a demonstration truck 
for the Northwest territory which he will 
cover. 


Murray Ohio Mfg. Co. Builds 
Large Addition to Plant 


Approximately 60,000 sq. ft. of addi- 
tional floor space has been secured in the 
plant of The Murray Ohio Mfg. Co., at 





| strong 


| 6... 


1115 East 152nd St., Cleveland, Ohio, 


| through the erection of a new three-story 
building, adjoining the company’s plant. | 
This addition, which has a face brick | 


front, was made necessary by greatly in- 


| creased production in the company’s toy 


line. 


C. M. Bunnell, Gen. Sales Meégr., 
Armstrong Electric & Mfg. Corp. 


| Copperweld Steel Co. Opens 
Birmingham Sales Office 


A Southeastern sales district has been 
| formed by Copperweld Steel Co., Glass- 
| port, Pa. It consists of Georgia, Alabama, 
| Tennessee, Florida, Mississippi, and part 

of Louisiana. P. A. Terrell is in charge 
| as district manager of this office, which 
| is located in the American Traders Bank 
| Building, Birmingham, Ala. 


Thomas E. Spence, president of the Arm- | 


Electric & Manufacturing Corp., 
Huntington, W. Va., announces the ap- 
pointment of C. M. Bunnell as general 
sales manager with executive and general 
sales offices at 522 Fifth Avenue, New 
York City. 

Up to a few weeks ago Mr. Bunnell was 
general sales manager of the Pyrene Mfg. 


C. M. BUNNELL 


Newark, N. J. He had been con- 
nected with that organization’s sales de- 
partment for about five years, and assumed 
the position of general sales manager in 
January of this year. Prior to his affilia- 
tion with the Pyrene organization, Mr. 
Bunnell was for nearly 13 years with the 
General Electric Co., Edison Lamp Works. 

Mr. Bunnell has had a wide experience 
with sales and manufacturing problems, 
and is well qualified to assume the duties 
of his new position. 


North Jersey Dealers Meet for 
Last Time Till September 


Twenty members of the North Jersey 
Hardware & Supply Association met for 
the last time this season on Tuesday eve- 
ning, June 11, at the Down Town Club in 
Newark, N. J., for the regular June meet- 
ing of the association. 

President I. T. Madsen, Perth Amboy 
Hardware Co., Perth Amboy, N .J., pre- 
sided at the meeting, which was in the form 
of a round table discussion. Morris Miller 
reported for the Fez Committee and was 
instructed to purchase a quantity of fezes. 


|McMillan Again Representing 
The McCaffrey File Corp. 
| Donald McMillan, of 122 South Michi- 


'gan Avenue, Chicago, Ill, is now repre- 
| senting The McCaffrey File Corp., Fifth 
and Berks Streets, Philadelphia, Pa., in 
| the Middle West. His territory is from 
| Buffalo and Pittsburgh, west to the Mis- 
souri River and north to Duluth. 

Mr. McMillan succeeds Clarence E. Bul- 
lock, Inc., who has represented the com- 
pany for the last six months. For many 
years Mr. McMillan represented the Mc- 
Caffrey File Co., but owing to that com- 
pany having liquidated its affairs in 1924, 
Mr. McMillan’s connection ceased. Now 
that the company has been succeeded by the 
corporation, the many friends of Mr. Mc- 
Millan will no doubt be glad to learn that 
he is again affiliated with the factory whose 
products he sold for some 20 years. 


Plomb Tool Co. Has Moved Sales 
Office in New York 


The New York, N. Y., office of Plomb 
Tool Co., Los Angeles, Cal., has been 
moved from 12 Lispenard Street to 43-60 
Thirty-sixth Street, Long Island City, 
New York, N. Y. Here are more commo- 
dious offices and warehouse space. John H. 
Taylor is the manager in charge. 





W. G. Hume Now Vice-President 
Northwestern Barb Wire Co. 


W. G. Hume has been elected vice-presi- 
dent of the Northwestern Barb Wire Co., 
Sterling, Ill. He was formerly general 
sales manager of the Keystone Steel & 
Wire Co., Peoria, Ill. 


Rochester Dealers Meet on 
June 12 with Good Attendance 


The June meeting of the Rochester 
Hardware Association was unusually well 
attended. This gathering was held at 
Imhoff’s Restaurant on Wednesday, June 
12, and President Edwin J. Sanger pre- 
sided. A dinner preceded the business 
meeting. 

Reports from the various merchants in- 
dicated good business. A cooperative ad- 
vertising plan, which was inaugurated by 
20 merchants in May, was reported to be 
very satisfactory. The June issue has been 
distributed and enthusiastic comments are 
being received. 

The association will not meet during July 
or August, but will hold its annual outing 
at Island Cottage on July 17. 























wW. C. Stewart Is Promoted by 
The Lockwood Mfg. Company 


The Lockwood Mfg. Co., South Nor- 
walk, Conn., has announced that W. Clar- 
ence Stewart has been assigned a new ter- 





W. C. STEWART 


ritory. He will now cover the lower Mis- 
sissippi River valiey and Texas. 

Mr. Stewart has been with the Lock- 
wood organization for some time and the 
assignment of this territory really consti- 
tutes a promotion for him. He has been 
associated with the hardware industry for 
a number of years and has a large ac- 
quaintanceship in the trade. 


Question Box Is Feature of 
Brooklyn Meeting 


The well-known Questiorr Box discus- 
sion of the Brooklyn Hardware Associa- 
tion was the outstanding feature of the 
regular monthly meeting held at the John- 
ston Building, Brooklyn, Thursday, June 


siding. H. A. Cornell, as usual, conducted 
the informal discussion and reported on the 
progress of the outing committee. Secre- 
tary Robert Pearsall reported on new 
members, correspondence and other busi- 
ness matters of the organization. 


Hercules Powder Co. Makes 
Three Personnel Changes 





Three changes are noted in the organ- 
ization of the Hercules Powder Co., Wil- 
mington, Del. 
the development department, and C. C. 
Hoopes, treasurer, have been elected mem- 
bers of the executive committee. C. D. 
Prickett, vice-president, has been elected 
a member of the finance committee. 

Mr. Higgins was elected a director of 
the company in September, 1928, and be- 
came a member of the finance committee. 

Mr. Hoopes has been with the company 
since its organization. He became a di- 
rector of the company in September, 1928, 
and a member of the finance committee. 


Charles K. Lawson Passes On— 
Was Pioneer Nebraska Dealer 


On June 2, in his home in Hastings, 
Neb., Charles K. Lawson passed away after 
two years of failing health. He was the 
founder of the C. K. Lawson Hardware 
Co., of Hastings, and first president of the 
Nebraska Retail Hardware Association. 

Mr. Lawson was born in Erie, Pa., in 
1846. His early days were spent in farm- 
ing and miscellaneous occupations. In 1872 
he came to Hastings and started a hard- 
ware store with G. H. Pratt. With the 
exception of two years, he operated a 
Hastings hardware business from 1872 un- 
til his death. For the last few years he 





had not taken an active part in the man- 
agement. 
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13, with President Edward F. Daily pre-|-A. B. Castator~ Is Representing 


| L. P. Smith, Inc., in New England 

A. B. Castator is now representing Lan- 
don P. Smith, Inc., Irvington, N. J., in 
the New England States and in New York 








A. B. CASTATOR 


State, exclusive of New York City, and 
the Metropolitan district. 

Mr. Castator until recently con- 
nected the Hires-Turner Glass Co. 
and has a wide and varied knowledge of 


was 
with 


glass and glass tools. 





James A. Stewart Dead 


James A. Stewart, general manager of 
the Monroe Hardware Co., wholesale dis- 
tributor in Monroe, N. C., recently passed 
away while in his office. He was 58 years 
of age and had been connected with the 
organization since boyhood days. 





A Practical Rope Merchandiser 


The Way-Jack Co., Inc., 48 South Water 
Street, Poughkeepsie, N. Y., is distributing 


to the trade a device designed to expedite | 


the selling and stocking of cordage, twine, 
cable, etc. Cronk’s Line-Aide is a com- 


bination display stand, roll-off rack, meas- 





urer, reel or hanker and knife—all in a 
single unit and performing simultaneously. 

When using the Line-Aide, the dials are 
set and the line inserted through the pul- 
leys to the reel, which is then turned. 
When the desired length has been meas- 
ured, it is automatically cut and hanked 
ready for wrapping, says the distributor. 
The shears have a powerful twist motion, 
cutting wire cable with slight effort. The 
reel has a capacity of 200 ft. of No. 8 
line and is practical to load and dump two 
or three times without cutting for long 
measurements. 

The Line-Aide is supplied in four stand- 
ard types. Finished in enamel or lacquer 
to harmonize with richer wood grains. 
Shipped boxed, semi-knockdown, and can 
be easily assembled with a screwdriver. 


The New Puritan Auto Polish 


A new auto polish which cleans as it 
polishes has been placed on the market 
by the Puritan Soap Co., of Rochester, 
Fe 

Puritan Auto Polish does not separate, 
but stays in perfect emulsion. The manu- 
facturer states that it takes off every bit 





of dirt gnd leaves the original luster and 


color, with an absolutely bone-dry, grease- 
lessegloss. 

It is understood that this polish accom- 
plishes its work by the solution principle, 
rather than by abrasion. It is packed in 
cartons of one dozen pint cans. The can 
and a display card, available to the trade, 
are illustrated. 








A 


Works Quickly 


Dries Quickly 
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WASHINGTON NEWS LETTER 


Relatively few revisions have been made in the metal schedule in House tariff 
bill—Excessive leniency in credit granting blamed for failures among independent 


(Washington Bureau of HaRDWARE AGE) 


The procedure of the Senate Com- 
mittee on Finance in connection with 


tariff hearings is different in a num- | 
ber of important respects from that | 
followed by the House Committee on | 
Ways and Means. The full House com- | 
mittee conducted hearings on the en- | 


The full Senate committee | , a ae 
| are pretending to do so, which in it- 


tire bill. 
sat during hearings last week on valu- 


ation and will sit at hearings on the | 
free list, administrative sections and | 


miscellaneous matters at the conclu- 


sion of hearings to be conducted simul- | . : 7 
| sharp issue with other Senators, in- 


taneously by subcommittees, each in 
charge of one of the schedules. Sub- 


committees of the House committees | 2 ae she 
were selected after full hearings and | ¢"tly thinks limited revision means up- | 
were made up entirely of Republicans, ward duties for the agriculture sched- 


and no testimony additional to that 
presented before the full committee 


was formally received. Subcommittees | 


ed before the hearings were begun, and 


each consists of three Republican and | : : 
| assume to be their spokesmen, are dis- 


committee sessions of the House com- | veg 3 with the House bill, despite 
| the 


two Democratic Senators. The sub- 
mittee were executive. The subcom- 
mittee hearings of the Senate commit- 


tee are open. House committee hear- 


Senate committee hearings are not. 


The subcommittee in charge of the | 


metal schedule consists of Senator Reed 
of Pennsylvania, chairman; Senator 
Smoot of Utah and Senator Edge of 
New Jersey, Republicans; and Senator 
King of Utah and Senator Barkley of 
Kentucky, Democrats. Hearings on the 
metal schedule have been set to begin 
on June 24. So far applications for 
appearances are comparatively few. 
However, it is expected that requests 
for changes in the House bill will be 
numerous and be made through organ- 
izations as well as individuals. 
House bill made relatively few revi- 
sions in the metal schedule, and large- 
ly disregarded requests made by such 
organizations as the American Iron 
and Steel Institute, which spoke for 
practically the entire domestic iron and 
steel industry. It is still doubted that 
the Senate bill will carry many changes 
in the metal schedule, although there 
are indications of vigorous efforts be- 
ing made to have this done on a num- 
ber of items, including hardware lines. 

The tariff issue, as is commonly the 
case, has become a storm center. There 
is a growing belief that the President 
is going to find that it is going to be 
added to the troubles he already has 


The. 





grocers in Louisville 


By L. W. MOFFETT 


with the Senate over the farm relief , 
| legislative program. 
| has asked for “limited” tariff revision. 


There are many who think the House 
bill went beyond this point. 


self may be considerable political dar- 
ing. Senator Watson of Indiana has 
asserted that there must be general 
revision of the tariff, and thus joined 


cluding Borah of Idaho, who is strong- 


ly opposed to the plan but who appar- 


ule only. The “general revisionists” 
if g 


| have insisted that it would be unfair 


to deny 


At the same time agri- 
culture interests, or at least some who 


kited rates in the agriculture 
schedule, on the ground that any ad- 


| vantages they might obtain from the 


ings were limited to definite periods. | higher duties have been offset by in- 
| creased duties on products which they | 


consume. Unquestionably the situation 
is loaded with politics in many respects, 
but it has at the same time implied 


a challenge to the leadership of Presi- | 


dent Hoover. There are those who 
think that, at the proper time and after 


| careful consideration, such as a mind 


like his would be expected to contem- 
plate, he will, if necessary, assert that 
leadership with emphasis. He has 
broken the path in this direction in 
his statement to the country condemn- 
ing the action of the Senate in reject- 
ing the conference report on the farm 
bill, which omitted the debenture plan, 
so vigorously opposed by the adminis- 
tration and so strongly supported by 
such Senators as Borah and Brookhart. 
The best bet is that President Hoover 
will win the bout even “if it takes all 
summer.” And as the occasion for that 
phrase required all summer and then 
some, so it is believed the special ses- 
sion will run all summer and then 
some. Business may expect to see it 
run practically into the regular session 
in December unless present signs fail. 
The President necessarily is in strong 
position by the power he has in his 
own right, and it is superimposed by 
support from the House. It is not 
* 


The President | 


Yet signs | 
have already been displayed showing | 
| that some of the Repuublican leaders 
propose to disregard this suggestion | 
from the White House, or at least they | 


increased rates to industry | 


of the Finance Committee were select- | While at the same time granting them 


| to agriculture. 


thought the Senate will succeed in pre- 
vailing against such an alignment, but 
| after it felt it has run its course it will 
| yield to White House pressure. 


Too much leniency in granting credit, 
both by the wholesaler and the retailer, 
is the chief factor responsible for the 
failures among independent grocers in 
| Louisville, Ky., a bulletin just issued 

by the Department of Commerce dis- 
| closes. This bulletin embodies the re- 
| sults of the exhaustive study carried 
| on under the supervision of Dr. W. C. 
| Plummer of the University of Penn- 
| sylvania who is temporarily attached 
|to the Department’s Domestic Com- 
| merce division. This study was under- 
taken at the request of the Louisville 
| Grocers’ Association and constitutes 
| the first of its kind made by the de- 
| partment. 
In conducting the survey, 451 retail 
| grocery stores were examined, as well 
| as the causes contributing to the con- 
| dition of 30 stores found to be on the 
| verge of bankruptcy. These 30 stores 
| as a group were found to have an aver- 
| age credit loss several times as great 
j}as that of the remaining stores 
| analyzed. 
The average credit loss for a well- 
| conducted grocery stores, it was 
| pointed out, is something less than one- 
| half of 1 per cent. Computing a credit 
| loss ratio for each store by taking the 
ratio of bad debts to total cash and 
credit sales, five of the Louisville stores 
studied were found with losses ranging 
from 13.4 to 33.8 per cent. Easy credit 
alone was found to be enough to put 
| these five stores out of business while 
in the case of 12 others of the “pros- 
| pective” bankrupts, lax credit policies 
| were a major contributing factor. 
| Easy credit from wholesaler to retailer 
also was found to play an important 
part in retail grocery failures. 

An examination of the liabilities of 
| those Louisville retail grocers who had 
| actually failed and whose accounts had 
|gone through the courts afforded 
| strong proof of unscientific credit 
| methods, according to the bulletin. 
| One grocer failed owing more than 50 
| creditors, most of them wholesalers, 
| jobbers and manufacturers; another 
| owed about 40 creditors, among them 
| wholesalers with bills of $400 and $500 
|each. Of course, the bulletin pointed 
| out, this lax credit system is by no 
| means universal among wholesalers, as 
| wide differences in credit policy were 
| disclosed by the investigation. 
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GENERAL MARKET NEws 








Summer Steadiness Seen in Hard- 
ware Market Reports 


NEW YORK, June 19.—Expressions of general satisfaction with 
the hardware trade at this time have characterized the reports from 


market centers of the country. 


The general estimate of hardware 


bookings for the first half of the year indicates that they will run 
somewhat ahead of the corresponding period in 1928, and the out- 


look for the next few weeks is at least satisfactory. 


Business has 


shown its advance during the spring months in spite of a consider- 
able average of backward weather conditions. 

The building industry has been slow this year, but at the present 
writing shows signs of reawakening, but no definite promise can be 
held out, from information available as to the extent of this new 


lease of life. 
active. 


Some centers report builders’ hardware specially 


The agricultural and industrial factors have apparently settled 


to summer steadiness. 


The growing importance of the summer 


tourist trade, as it has come to be known, is noted in practically all 


sections. 


The price situation is steady and collections are normal. 


a 


Bank Debits Drop 11 Per Cent 
to $16,449,000,000 Total 








Debits to individual accounts, as_ re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 


June 5, which included but five business 
days in most of the reporting cities, aggre- 
gated $16,449,000,000, or 11 per cent below 
the total reported for the preceding week 
and 14 per cent below the total for the 
corresponding week of last year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to approxi- 
mately $15,600,000,000, as compared with 
$17,676,000,000 for the preceding week and 
$18,133,000,000 for the week ended June 6 
of last year. 





Department Store Sales Rise 2 
Per Cent on Year 


Total retail sales in 461 
stores during May were 2 per cent larger 
than in the corresponding month last year, 
according to preliminary reports received 
by the Federal Reserve Board. Increase in 
sales was reported by 216 stores and de- 
creases by 245 stores. 

The change in sales varied considerably 
for different parts of the country, ranging 
from an increase of 6 per cent in the Boston 
and Kansas City Federal Reserve districts 
to a decrease of 6 per cent in the Atlanta 


department 





| district. New York, with 73 stores report- 
| ing, had an increase of 3.8 per cent over 
| the sales of May, 1928. 


|Week’s Price Average 95.8 Per 

Cent, Says Prof. Irving Fisher 

Prof. Irving Fisher of Yale University 
| aunounced on June 9 that the previous 
| week’s wholesale commodity prices, based 
| on Dun’s quotations, averaged 95.8 per cent. 
| The May average was 95.9 per cent. The 
purchasing power of the dollar was 104.4 
on a 1926 basis of 100 cents. The May 
average was 104.3 cents. 

Crump’s Index of English prices for the 
week on the revised 1926 level was 90.6 
| cents. 

The Italian index on the revised 1926 
basis for the week ended June 1 was 73.9 
cents. 


| ener 


| 
| Freight Loadings Drop 89,496 
Cars in Week 


Revenue freight loading for the week 
ended June 1 totaled 971,920 cars, or a 
| decrease of 89,496 cars ‘below the preced- 
ing week, the car service division of the 
| American Railway Association announced 
on June 11. 

Due to the observance of the Decora- 
tion Day holiday, reductions were report- 
ed in the total loading of all commodities 
except ore, which showed a slight increase. 

















The May average was 91.3 cents. | 


Commercial Failures in U. S. 
Show Moderate Increase 


Business failures show some increase. 
The number of defaults in the United 
States for the first week of June, reported 
to R. G. Dun & Co., of 423 is somewhat 
higher than in recent preceding. weeks, al- 
though there is a reduction of 65 from the 
488 insolvencies in this week of 1928. With 
the larger aggregate of failures this week, 
the number involving more than $5,000 of 
liabilities in each case of 220 compares fa- 

rably with the 224 reported for the five 
a the previous week. Furthermore, the 
number of such defaults a year ago was 
291. Including all insolvencies, the South 
is the only section showing an increase over 
last year’s figures, declines appearing in the 
East, the West, and at the Pacific Coast 
points. 

With a total of Canadian 
this week of 28, there is some decline from 
the previous week’s 37 defaults, while these 
figures compare with 30 reported to R. G. 
Dun & Co. a year ago. 

Bradstreet’s reports 336 failures for the 
week in the United States, as compared 
with 359 for the previous week and 436, 
357, 364, 337 for the corresponding weeks 
1928 to 1925. The New England States 
had 43, Middle Atlantic 77, Western 88, 
Northwestern 30, Southern 65, Far West- 
ern 33. Canada had 30 defaults for the 
week, against 34 for the preceding week. 
In the United States about 81 per cent of 
the concerns failing had $5,000 capital or 
less and 14 per cent had from $5,000 to 
$20,000 capital. 


failures for 


Foreign Trade Shows Increase, 

Exports Totaling $425,871,850 

. 

Increases in our foreign trade with every 
section of the world in April, as compared 
with the same month last year, are shown 
in an analysis of the month’s international 
business, made public on June 10 by the 
Department of Commerce. 

Exports for the month were valued at 
$425,871,850, against $363,928,116 last year, 
with shipments to Europe totaling $172,- 
232,911, against $161,578,322; North Amer- 
ica, $128,101,419, against $101,735,185; 
South America, $44,059,420, against $33,- 
825,342; Asia, $54,284,181, against $46,- 
062,520; Oceania, $15,207,249, against 
$13,306,295, and Africa, $11,454,600, against 
$7,420,454. 

April imports totaled $410,677,181, 
against $345,314,265 in 1928, receipts from 
Europe amounting to $113,962,188, against 
$94,283,669; North America, $93,650,089, 
against $84,091,036; South America, $61,- 
247,397, against $49,771,664; Asia, $115,- 
248,977, against $103,336,938; Oceania, 
$9,268,665, against $6,440,103, and Africa, 
$17,299,865, against $6,390,855. 
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Chicago Business Is Very Satisfactory 
—Prices Are Generally Steady 


(Chicago office of HARDWARE AGE) 


CHICAGO, June 18.—The business being currently taken by Chi- 
cago jobbers aggregates a healthy volume and is considered very 


satisfactory. 


Fair weather and summer temperatures have at last 


permitted the farmers in this territory to resume their agricultural 


operations in earnest. 


Hardware required for their activities is in 


excellent demand. The call for sporting goods, auto accessories, 
painting supplies, builders’ hardware and lawn and garden tools 
have likewise been stimulated by more favorable weather. 

Prices, as a rule, are steady. No revisions were made in the local 
market affecting the items qu@ed herewith. Butt prices remain 


at very low figures, due to a highly competitive situation. 


Manu- 


facturers of coil (pound) chain, hose fittings and prepared roofing 
have announced advances, but local jobbers’ prices remain un- 
changed for the present, though higher prices may be expected when 


they are forced to replenish their stocks. 


The increased tariff legis- 


lation recently enacted, is said to lend credence to rumors of ad- 


vances in window glass. 


A reported scarcity of sisal fiber makes 


higher sisal rope prices a possibility when manufacturers announce 


on July 1 their prices for the July-August period. 


Present prices 


on eaves trough, etc., have been re-affirmed for the Third Quarter. 


Screw prices are firm. 


The latest review prepared by the 
Federal Reserve Bank of Chicago, per- 
taining to business conditions in the 
Seventh Federal Reserve District, says: 
“Every wholesale hardware firm re- 
ported gains over a year ago.” Fifteen 
jobbing firms reported, and the average 
gain was 24.1 per cent for April over 
the same month last year. The gain 
for April over the preceding month 
was 9.9 per cent. Relative to hardware 
dealers, the report states: “April sales 
by ninety-six retail hardware dealers 
in the five States including the Sev- 
enth District were 21.4 per cent heavier 
than in the preceding month and 20.9 
per cent above a year ago. All of the 
States — Illinois, Michigan, Indiana, 
Wisconsin and Iowa—registered gains 
in both monthly and yearly compari- 
sons.” 

The steel industry in the Chicago 
district retains all of its flourishing 
and prosperous aspects. 


prices are steady to firm. 


Collections have shown improvement | 
over last year, though the average re- | 
| BICYCLES.—Jobbers are doing an ex- 


mains from fair to normal. 


AUTOMOBILE ACCESSORIES. 


tubes. 
as vacations get under way. 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box line, 53c. each; A. C., 58¢c. each; 
lots of 100, 50c.; A. C. Special Ford, 

. each. 

Spot Lights.—-Appleton, No. 3289, 
$6.50 each. 





Production | 
continues on a full capacity basis and | 


Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard No. 21, 
$1.30 each, 

Pumps.—Rose, 1% in. 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50; Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; a2 double 
service, 29 x 4.50, $13.2 32 x 6.50, 
$27.60. Tubes. 30 x $14. Mansfield, 
$1.30 each; 29 x 4.40 Mansfield, $1. 50 
each; 30 x 3% Liberty, $1.05 each; 
29 x 4.40 Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 

Less 10 per cent on casings and 
1214 per cent on tubes. 


cylinder, 


BASEBALL GOODS.—This line is in 
excellent demand. “Autograph” model 
gloves are especially active. No price 
changes. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO: 


Louisville Slugger Bats, $18.00 doz.; 
ge yy League Balls, Goldsmith No. 

$16.50 per doz.; Goldsmith Double- 
Play Fielders’ Glove (Horace Ford 
and Hughie Critz), $6.00 each; Gold- 
smith Bear Cat Special Fielders’ 
Glove, $2.35 each. 

indoor Basebalis.—Outseam, 12 oz. 
$6.75 doz.; Outseam, 14 0z., $8.75 doz.; 
Playground, 12 oz., $4.00 doz.; Fiat 
seam, 14 0z., $7.00 doz. 


cellent business in bikes selling at fig- 


: : : eee | ures enabling the dealer to meet mail 
—Business is fairly good in tires and | 
Further improvement is expected | 
Prices are | 


order prices. Steady prices prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Double Bar Motor - Bike 
$26.26; ladies’ model, $25.90; 
and boys’ juvenile model, $23.60 


Model, 
girls’ 


| BOTTLING SUPPLIES.—Sales are of 
normal volume at present. Hot weather 


will create a big demand. Prices re- 


| main at steady to firm figures. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 





Single bottle washer, $4.75 each; 
double bottle washer, $7.25 each; 
adapter for bottle washer, $1.60 each; 
sugar spacer, $4.25 each; improved 
steel bottle capper, $8.00 doz.; crown 
caps, double lacquered in 50 gross 
lots, 1544c. per gross; syphon hose 
sets, $5.00 doz.; 16 oz. clear bottles, 
$5.00 gross. 


BUILDERS’ HARDWARE. — Demand 
is showing continued improvement. 
Prices with the exception of butt quo- 
tations, which have been on a low com- 
petitive basis, are steady and well 
maintained. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

3% x 3% steel butts, old copper 
and dull brass finish, $2.16 per doz. 
pair in case lots; less quantities, 
$2.34 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pair; heavy steel 
bevel inside sets, $5 per doz. sets, 
case lots; steel bit-keyed front door 
sets, $1.45 per set; wrought brass, 
bit-keyed front door sets, $2.60 per 
set; cylinder front door sets, $6 per 
set. 


CHAIN.—Demand is excellent. Job- 
bers’ stocks of coil (pound) chain 
bought at old prices are rapidly be- 
coming exhausted and advances are ex- 
pected in order to compensate for the 
higher prices now quoted by manufac- 
turers. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. CHICAGO: 
%-in. Proof coil chain, $8.75 cwt., 


base; trade marked coil chains, 40-10 
per cent off list. 


COPPER RIVETS AND BURRS.— 
Sales are fairly active. Reductions in 
copper will probably make for lower 
rivet prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Copper rivets and burrs, 
cent discount. 


EAVES TROUGH, CONDUCTOR PIPE, 
ETC.—Current prices are reaffirmed 
through the third quarter. Sales activ- 
ity is quite marked. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
28-gage, single head lap joint gut- 
ter, 5-in., $5.00 per 100 ft.; corrugated 
conductor pipe, 3-in., $4.65 per 100 ft.; 
plain ridge roll, 1%4-in., $4.05 per 100 
ft.: corrugated conductor’ elbows, 
3-in., $1.51 doz. 


ELECTRICAL MERCHANDISE. — 
Sales of appliances are lively. Fans 
were in active demand with the first 
touch of summer temperatures. Prices 
are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Electrical Merchandise.— No. 14 
rubber covered wire, $6 per 1000 ft.; 
in less than 1000 ft. lots, $6.50; No. 18 
lap cords, $11.25 per 1000 ft.; in 1000 
ft. lots, $10.50; %-in. brush brass key 
socket, 138c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 
lots of 10, 40c. each; two-piece at- 
tachment plugs, 7c. each; dry cells, 
boxes of 55, 32%c. each; less than 
ease lots, 35¢c. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20: in lots of six, $3.90: 


30-10 per 
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Sunbeam, $5; in lots of six, $4.75; 
Percoiator, Universal 9169, $16.65. 

Electric’ Fans.—6-in. Polar Cub, 
$2.75 each, lots of 12, $2.65; 8-in. 
Polar Cub, $3.20 each, lots of 12, 
$3.05; 10-in. Oscillating Cub, $7.00 
each, lots of 12, $6.65; 8-in. North- 
wind, $4.55 each, lots of 10, $4.39; 
10-in. Oscillating — $10.50 
each, lots of 10, $10. 

Radio Supplies. Radio B batteries, 

D 779 E, $1.40 each; case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
aus. $2.06 each. 

Radio Tubes.—UX-201A, 97'6c.; 
UX-199, _ ~ UX-227, $2. 60; UX- 
ie A, $1.78%. 

Radio Tubes. —UX-201A, 97'¢.; 
UX-199, $1.46%; UX-227, $2.60; UX- 
171A, $1. 78%; UX-250, $7.15 each, 
UX- 345, $2. 76 each; Obras 524, $2.60 
each, 

FIELD AND POULTRY FENCE.— 
June sales continue heavy. Season 
prices continue unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

National or Prairie. — 726-6-12%%, 
$28.68 per 100 rods; 1948-6-14%, $43.62 
per 100 rods; 2158-6-14% $48.98 
per 100 rods. 

GARDEN HOSE.—Warm weather has 
improved the demand. Advances on 
hose fittings are considered likely in 
view of the higher prices being asked 
by manufacturers. Hose prices are 
steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Good quality molded garden hose, 
two braid, %-in., 7c. per ft.; %-in., 
8c. pre ft. Molded hose, one braid, 
5-ip., 614c. per ft.; %-in., 7%c. per 
ft. Thuve-piy, wrapped hose, %-in., 
9%c. per ft. Lawn sprinklers, Rain 
King, $28 doz.; Original fountain 
sprinklers, $6 doz.; Rainbow, 38-in., 
high, $24 doz. 

GLASS AND PUTTY.—Excellent de- 
mand. Prices are firm. Advances on 
window glass are declared likely due 
to the increased tariff legislation re- 
cently enacted, which becomes effective 
within sixty days. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets 87 per cent discount; 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 

GRASS CATCHERS.—tThis item is in 
very good demand at present. Prices 
have been without change this season. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Adjustable, galvanized bottom 
catchers for 14 to 10 in. mowers, 
$8.25 per dozen in full packages. 
Adjustable galvanized bottom catch- 
ers for 18 to 21 in. mowers, $9 per 
dozen in full packages. Adjustable, 
plain canvas bottom catchers for 12 
to 16 in. mowers, $5.90 per dozen; 
adjustable, plain canvas bottom 
catchers, for 18 to 21 in. mowers, 
$7.40 per dozen. 

GRASS HOOKS, GRASS SHEARS.— 
Frequent rains have made an abundant 
growth of grass and weeds, so business 
is excellent. 

JOBBERS’ 4 rt TO RE- 
TAILERS, F.O.B. CHICAGO: 

Little Giant Grass mpl $5.25 
doz.; Sickle Pattern, $3.50 to $8.00 
doz.; Standard Pattern Grass shears, 
$3.50 to $8.00 doz. 


HAMMERS AND HATCHETS.—Sales 
are quieter, except on household and 
campers’ tools, nail hammers, hunter 
hatchets, etc. No recent price changes. 





JOBBERS’ QUOTATIONS TO RE- 
F.0O.B. CHICAGO: 


Hammers.—First 
chinists’ hamers, 
competitive grade, 
hammers, $6 to $8 doz. 
_Hatchets.—First quality 


quality hatchets, 
doz. ; ing, $8 = hatchets, No. 2 


ICE CREAM — FREEZERS. 
weather will furnish the needed impetus 
to this line. No changes have been made 
in the season’s prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. miagen ge 


at., Hodis A. at 


;, on White Mountain 
Freezers is 50 per cent from list. 


Arctic freezers 


Alaska-Grey Goose.—1 qt., $ 





per cent from list. 
Auto Vacuum.—1 qt., 


LAWN MOWERS.—Business 
| in mowers. Prices remain steady. 


QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

ball nog 5 knife, 11 .in., 
wheels, $12 each; 
, 10% in. wheels, $9.2! 25 each; 





NAILS, WIRE AND STAPLES. 
Sales continue rather heavy, with no | 
price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


quantities common wire and 


cement coated nails, small orders out 


of Chicago stock, $3.20 per keg base, 
shipment, still lower. 
No. 9 black annealed wire, $3.20 per 


$3.75 per 100 1b.; catch weight spool 


$3.55 per 100 Ib. 
PAINTS AND OILS.—A better than 
usual demand is reported for all kinds 
of painting supplies. 


QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


, Raw.—Barrel lots, 87c. 
Alcohol.—Barrel 


Turpentine.—Drum 


White Lead.—100 


English Venetian Red.—In barrels, 





PREPARED ROOFING.—Stiffening of | 
mill prices continues, but without effect 








| on wholesalers’ prices here as yet. Sales 


are quite heavy. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best grade slate surfaced, prepared, 
roofing, $1.95 per square; medium 
grade, slate surfaced, $1.80 per 
square; best grade, tale surfaced, 
$2.10 per square; medium grade, talc 
surfaced, $1.30 per square; light 
grade, tale surfaced, 90c. per square; 
red rosin sheathing, $50 per ton. 

ROLLER SKATES.—Business in this 
line has fallen off considerably, due to 
the warm weather. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Union hardware, boys’, $1.48; 
Union Hardware, girls’, $1.50. 

Chicago, No. 101, $1.30; No. 108, 
$1.40; No. 105, $1.40; No. 181, $2.65; 
No. 183, $2.75; No. 185, $2.75. 

ROPE.—Sales are somewhat improved. 

Searcity of sisal fiber may mean higher 

prices after July 1. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best manila, standard brands, base, 
22c. per lb.; No. 2, manila, 20c. per 
Ib.; finest sisal, 15c. per lb.; No. 2 
sisal, 14%c. per Ib. 

SASH WEIGHTS.—Sales are in best 

volume now. Prices continue steady. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Less than carload lots, $38 per ton. 
Carload lots, $36 per ton. 

SCREEN WIRE AND POULTRY 

NETTING. — Season prices continue 

| effective, with June sales in heavy vol- 

ume, 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

12 mesh, painted screen, cloth, 
$1.95: 14 mesh galvanized, $2.65; 14 
mesh bronze, $6.60 per 100 sq. ft.: 
galvanized before poultry netting, 
50-10-5 per cent. 

SCREWS.—Market is firm and _ un- 

changed, with orders in good volume. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. CHICAGO: 

Flat bright screws, 45 per cent: 
round head blued, 40 per cent; flat 
head brass, 387% per cent; round 
head brass, 32% per cent. Larger 
orders 10 per cent less. 

SCYTHES AND SNATHS. — Demand 
is excellent and prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE.- 

oe F.0O.B. CHICAGO: 

. Grass scythes, $15.50 up per doz.; 
weed and bush scythes, $16.00 up per 
doz.; grass snaths, $14.00 per doz.; 
bush snaths, $16.00 per doz. 

SOLDER AND BABBITT.—Good de- 

mand reported. Market continues 

steady. . 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Waranted 50-50 solder, $33 per 100 
Ibs.; medium 45-55 solder, $32 per 100 
Ib.; tinners 40-60 solder, $30 per 100 
Ib.; high speed babbitt metal, $20 
per 100 Ilb.; Standard No. 4 babbitt 
metal, $12 per 100 Ib. 

STEEL SHEETS (FLAT OR CORRU- 

GATED).—Sales volume is good and 

prices expected to continue as at pres- 

ent. There is still much complaint at 
the reduced price (% of 1 per cent) 
cash discount offered by the sheet mills. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

24 gage galvanized sheets, $4.90 per 
100 Ib.; 24 gage black sheets, $4.05 
per 100 Ib. 

WHEELBARROWS.—Sales are of good 


volume. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Light steel leg, steel tray barrows, 
$3.75 each; Contractors’ barrows, 4 
cu. ft. capacity, $6 each, 
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Normal Business Conditions Reported from 
Atlanta—Prices Unchanged 


(Atlanta office of HARDWARE AGE) | $9.50 per roll of 100 lineal ft.; 3 x 3, 
30 in., $11.50 per roll of 100 lineal ft.; 


ATLANTA, GA., June 12.—Atlanta jobbers report business as being | 3 x 4, "36 in., $13.50 per roll of 106 
lineal ft.; 4 x 4, 24 in., $10.50 per roll 


about normal for this time of the year, although conditions at pres- | ¢f"bo ‘lineal tt’: 4 x4, 80 In. $12.50 
. m per roll of 100 lineal ft x 4, 36 in., 
ent are not so favorable due to very unsettled weather that has pre- | pry eee ina Teal rt 


vailed in Atlanta and vicinity the past several weeks. | GALVANIZED WARE. — Galvanized 
Jobbers have just completed figures of their annual inventories, | ware is moving in good volume. 
which show a very good record for total sales during the fiscal year. JOBBERS’ QUOTATIONS TQ RE- 
: a * ‘ | TAILERS, F.0.B. ATLANTA, GA.: 
o eee sales during the year were within 3 per cent to 6 per cent | _,Tubs.—No. A, $4.0 per doz. No. 0, 
‘ f | 5.10 per z.; No. 1, : 0Z.; 
of last year's . P | No. 2, $7.20 per on. No. 3, 8.40 per 
No recent price changes have been reported and collections are doz. 
‘ Pails.—8 qt., $1.98 per doz.; 10 qt. 
only fair. $2.24 per doz.; 12 qt., $2.46 per doz. 


ALUMINUM WARE.—Is moving fast. ; ye 2m ply, Fos ons Se. | rr ARDEN RAKES.—Business continues 
° ° ver roll; <2 ply, 8 OTN, Sac, 4 ; 
stocks full and no change in price. | 3° ply, smooth, $1.03 per roll; slate | 800d on rakes. 


’ b surface, $1.30 per roll. | JOBBERS’ QUOTATIONS TO RE. 
JOBBERS’ QUOTATIONS TO RE |  -TAILERS, F.O.B. ATLANTA, GA.: 


TAILERS, F.0.B. ATLANTA, GA.: la . See 
| COTTON COLLARS.—Lateness in sea- | 12 tine bow; $8.00 per ea.: 14 tine 


Qt. Per Doz. 
5 hea kettles 2. son has made orders- short on cotton bow, $9.00 per doz.; 16 tine bow, 
$9. 50 per doz.: 10 tine malleable, $5.00 


'514—T ez > + 6. | - | 
MeN Bg ce seas y collars. per doz.; 12 tine malleable, $5.40 per 
8.5 | JOBBERS’ QUOTATIONS TO RE- | doz.; 14 tine malleable, $6.00 per doz.; 
| 16 tine malleable, $6.50 per doz. 
Brume rakes, $9.00 per doz. 
| 


6—Convex kettles - 
8—Convex kettles ... os 2. | TAILERS, F.O.B. ATLANTA, GA.: 
2—Percolators 3 | Per Doz. 
3—Percolators .... 9. Lankford 
8—Water pails wi 8. peeve HOES.—Stocks are badly broken and 
ag oa G9 wd ova donee 9. Samson . orders are being a little slow for hoes. 
at 3 é s 6$e0eee 0. | ( seck ; | 
3—Dairy pans .. Ne tt Pee eee 3.4 eee Abe é } JOBBERS’ QUOTATIONS TO RE- 
4—Dairy pans ........ . 4.85 | COTTON MOPS.—This item is mov-| TAILERS, F.0.B. ATLANTA, GA.: 
he «ld i da eae t | ing in good volume. Fourteen o0z., $5.90 Light cotton hoes, first quality: 
10—Dish pars . 9. per doz.; 18 oz., $6.40 per doz. 
14—Dish pans ........ 2.0 | : ; ; : 
17—Dish pans . - “ | FORKS.—Business is fair on forks. 

AUTOMOBILE ACCESSORIES.—Con-| ,JO8BERS’ QUOTATIONS TO RE- 


tinue moving in good volume. Business Biante Peris;—4 tine, steamed, 
is fair on tires and tubes. $10.15 per doz.; 5 tine, strapped, 
$12.50 ver doz.; 6 tine, strapped, 
JOBBERS’ QUOTATIONS TO RE- $14.70 per dos. catet iti : 
TAILERS, F.0.B. ATLANTA, GA Cottonseed Forks.—10 tine with 
Auto Chains.—Weed and Rid O- steel D handles, $26.00 doz.; 12 tine 
Skid chains, list, less 30 per cent; 12 with steel D handles, $30.50 doz. 
to 49 pairs, 35 per cent off; 50 pairs _ catia % | 
or more, 40 per cent off. FREEZERS.—Seasonal weather seems 
Champion X spark plugs, 45c. each. to be boosting sales on freezers. Busi- 
Champion blue box, 53c. ! 
No. 1 Springfield pumps, $1.75 each. ness is good and stocks are in good 
Mansfield tires, 4 ply balloon type, afew 
29 x 4.40, $7.40, tubes $1.50; 30 x 4.50, shape. 
$8.25, tubes $1.60; 29 x 4.75, $9.55, JOBBERS’ QUOTATIONS TO RE.- 
tubes $1.70; 29 x 5.00, $9.90, tubes TAILERS, F.0O.B. ATLANTA, GA.: 
$1.75; 30 x 5.00, $10.20, tubes $1. 80; 31 Frost King, Steel Frame.—1 qt., | 
x 5.00, $10.65, tubes $1.85 x 3.00, $3.30; 2 qt., $3.85; 3 qt., $4.60; 4 qt, | LAWN GOODS.—Big demand for lawn 
$11.75, tubes $1.90; 30 x $11.90, $5.60; 6 qt., $7.10; 8 qt., $9.20; 10 qt., goods. 


tubes’ $2.00; 31 x 5.25, $12.25, tubes $12.25; 12 qt., $13.75; 16 at.,) $19.20; 
JOBBERS’ QUOTATIONS TO RE- 


2.05; 29 x 5.50, $12.65, tubes $2.25 20 qt., $24.80. 
Mansfield 6 ply tires, 31 x 25, Snow Ball, Steel Frame.—1i at., 

$14.70, tubes $2.05; 30 x - 6.00, $16.15, $4.00; 2 qt., $4.65; 3 qt., $5.55; 4 qt. a wee = ie ae ene = 

tubes $2.25: 31 x 6.00, $16.65, tubes . 86: 6 sn. 3 | —o . sec 4 

2 30: 3 76.86; 6 at., $5.60: 8 qt., $11.10; 10 gt., hose, 10c. ft.; 5—25 ft. sections, 6 ply 


2.30; 32 x 6.00, $16.95, tubes $2.40. Fe. 4D 7 : 4 9 . 
$ nae a $14.85; 12 qt., $17.80; 16 qt., $21.10 garden hose, 10c. ft.; 5—50 ft. sec- 


. Dieta ‘ 4 20 qt., $27.40. : > warde » 8c . 
BACK BANDS.—Being late in season, .White Mountain.—1 at., $4.85; 2 at., rater a Le cworag Menage Pinon ay 
back bands and back band webbing are i , ag a: at val gis bo: Se. ft. : 

° . 49; . ov, . ; aj ri rinklers 99> sac 
moving a little slow. z gt $2108; 19 gt, $25.80; 20 at. Bein, Ming, Sprinklers, S235 one 
JOBBERS’ QUOTATIONS TO RE- gs pa -» $42 = $4.00: 2 | each. Lawn mowers from $8.00 up. 
TAILERS, F.0.B. ATLANTA, GA.: \rctic Freezers.—1 qt., $4.00; 2 at., Lawn rakes No. FBR22, $7.80; lawn 
$4.60; 3 qt., $5.55: 4 qt., $6.80; 6 at., rakes, No. 124, $9.00 
- 79 1 i. k 1 oe 5 i sas m4! $8.60: 10 at., $14.80; 12 qt., $16.65; . ee ee 
No, 79 ooK back be as, » In. 3 . 4 99 OH. § + $3 . ~ ° ° 
No. 122 houk back bands, 5 in. 3. I 15 qt., $23.30; 20 qt., $30.00. PLOW GOODS.—Business is off some 
No. R19 hook back rere sss20+ 5.00 GALVANIZED SPRINKLERS.— | on plow goods. 
umane back bands seeee : 5 : . . 
Big aa beck banda ok, Sprinklers are moving in good volume. vitae: bp ay enn iy Bg RE- 
’ B. AT 
Back Band Webbing ee ee! eee ee W. B. Boy Dixie plows, $3.75 saat: 
; Per 100 F. TMLENS, FAR ATSANTA, GA.: W. B. Farmers Friend, $4.67; W. B 
No. 0—4 in . $5.25 4 qt., $5.00_ per doz.; 6 qt., $6.65 per Little Giant, $4.67; Georgia LM 
No. 0—5 in.. 6.50 doz.; 8 qt., $7.50 per doz.; 10 qt., $9.00 garden, $3.33: plain spring tooth cul- 
No, 1—4 in.. mee per doz.; 12 qt., $10.80 per doz.; 14 tivators, $5.25; Little Joe. harrows 
No. 1—5 in . 20 qt., $12.50 per doz $4.42; 50-tooth drag harrows, $21.35; 
‘ Tl? AT) STATO . la y TIVW 4 7 n 60-tooth, $24.60; 39- } veeders, 
CORRUGATED ROOFING.—Sales are | GALVANIZED HARDWARE CLOTH. $13.75: Wa mg ctalk po ty 
—Sales are good on hardware cloth. 9-knife, $52.95; Dow Law cotton 
- | 2 planters, $6.25; chain guano distribu- 
Ing. JOBBERS’ QUOTATIONS TO RE- tors, $8.00; Knocker guano, $8.00; 
JOBBERS’ QUOTATIONS TO RE | TAGLERS, F.0.B. ATLANTA, GA Georgia stocks, 4 in., $2.33; 5-10 in.. 
TAILERS, F.0.B. ATLANTA, GA.: | 2 x 2, 24 in., $8.50 per roll of 100 $2.38; % in., $2.48; Universal stocks. 
» F.O.B. ’ sha lineal ft.; 2 x 3 $10.25 per roll bent foot, $2.53; welded foot, 3 
$4.00 per square is. quoted, with 10 | of 100 lineal ft.; 2 x 2, 36 in., $12.50 Georgia stock handles, No. 


cents added for 11 and 12 ft. lengths | per roll of 100 lineal ft.; 3 x 3; 24 in., per dozen; extra long No. 


heavy on both galvanized and felt roof- | 
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rough straight plow handles, 4% ft. 
long, $3.62 per single dozen. 


POTATO HOOKS.—Sales continue good 
on potato hooks. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 

4 tine, $9.50 per doz.; 5 tine, $12.00 
per doz.; 6 tine, $13.00 per doz. 


TRACE CHAINS.—Business is only | 


fair on trace chains. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 


CE a PNG id 46 ses d whee TAs $62.50 
RL Pentti alg th GS hare divin ai soa ole 69.40 
Ue re reer oer 71.25 
6 Se er eee ere ee 83.60 
ER TC er ee ee 87.75 
ESSN eee oe ee ee 148.00 


SOLDER.—There is a good demand for 


solder at this time. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Half and half solder, 36c. per Ib. 


| Acid core solder (in 1 lb. spools), 66c. | 

| per lb. Acid core solder (in 5 Ib. 

| spvols), 6lc. per lb. No. 4 babbitt, 
10c. per Ib. Anti-Friction babbitt 
metal, 18c. per Ib. 

WATER COOLERS.—Salesmen report 

good business on coolers. 

JOBBERS’ QUOTATIONS TO RE- } 

TAILERS, F.0.B. ATLANTA, GA.: 

| Enameied galv. lined. 


wal, 
2 








WIRE PRODUCTS.—Good business on 
| wire products is reported. | 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. ATLANTA, GA.: 


| Plain Smooth Wire Black Galvanized 


Gage Per 100 lb. Per 100 1b. | 
ON ras 44 acpinctialenw > 4% $3.50 $4.00 
cS ae i apt ARR er ter a 3.55 4.05 


| Pr ee ee eee re 3.60 4.10 
1 CUPP ener Meee rs We eae 3.65 4.15 
WO a aacistlee eK cues 3.90 4.45 
ee hia nw Setotetees 4.20 4.85 


Barbed Wire.—Per 80-rod spool, 2- 
point light cattle, $2.75; 2-point light 
hog, $3; 4-point heavy cattle, $3.75; 
4-point heavy hog, $3.95. 


Woven Wire Fence.— Per 20-rod 
roll, 726-14, $5.25; 832-12, $6; 939-11, 
$7.85; 1446-1216, $11. 


Poultry and Rabbit.—-14 gage fence 
per 10-rod roll, 1635-14, $4; 1918-13, 
$4.85; 2158, $5.50. 


Steel Fence Posts.—‘‘T’’ galvanized 
5 ft., 55c. each; formed painted, 35c. 
each; “‘T” galvanized, 6% ft., 65c. 
each; formed painted, 45c. each; “T”’ 
galvanized, 7% ft., 7T0c. each; formed 
painted, 50c. each: “T’’ galvanized, 
8 ft., 75c. each; formed painted, 55c 

Screen Wire.—12-mesh, black, $1.85 
per 100 sq. ft.; 14-mesh galvanized, 
$2.60 per 100 sq. ft.; 16-mesh, gal- 
vanized, $2.90 per 100 sq. ft.; 16- 
mesh, bronze, $6.50 per 100 sq. ft. 


mee 


Cincinnati Sales of Hardware Lines at 
Satisfactory Level—Prices Steady 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, June 18.—Sales of local hardware jobbers have been 


sustained at a satisfactory level t 
with those in the same period of 


his month and have been on a par 
1928. In fact, it is estimated that 


total bookings for the first half of the year may run slightly ahead 


of those in the corresponding months last year. 


regarded as remarkably good in 
which prevailed during May. 
Business has been well distri 
staple merchandise. 
and jobbers report that volume o 


This showing is 
view of the cold, rainy weather 


buted among seasonal items and 


Builders’ hardware has been especially active, 


f sales is ahead of that during the 


spring of 1928. This is surprising, since building construction work 
in Cincinnati declined 22.5 per cent in the first five months of 1929 


as compared with the same mont 
Prices, in general, have been 


hs in 1928. 
steady and few changes have oc- 


curred. Common wire nails have been reduced 10 cents a keg, and 


hardware cloth also has declined 


have advanced prices and jobbers 


soon from $1.75 per dozen to $2.2 
shown a decrease. 


. Manufacturers of sash weights 
s are expected to boost quotations 
5. Butts, on the other hand, have 


A change in roofing material is imminent, 


although no announcement has yet been made. 


Balloon Inner Tubes 


AUTOMOBILE ACCESSORIES. — 

Business is reported normal by local|  3)x{-3)----: is les 
jobbers. Tires and tubes are selling in | 29x5.00......... 1.75 1.52 
good volume, and seasonal items are| = 30%5.0...-.---- a er 
moving well. Prices are firm and un- 32x6.00......... 2.40 216 


changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F:0.B. CINCINNATI: 
Balloon Cord Casings 


High Medium Low 
Grade Grade Grade 


BORREGO... os. $11.55 $7.40 $5.95 
1 8 Soe 12.45 8.25 6.60 
oS eee 13.65 9.85 Ae 
Lee 14.15 10.25 8.40 
BieS.25......2.. 16.56 12.30 10.10 
A, Se ee 19.45 14.35 11.85 
kee 19.95 14.75 12.20 
High Pressure Cords 
RR as ee $4.50 
ree $10.10 $7.50 5.25 
C—O ve 10.90 8.90 
. eee +74 ene 11.50 9.50 
SOKEM... 2.2205 20,00 15.60 12.85 


| 33x6.00 2.50 2.30 


| High Pressure Tubes 


SRR ere bie $0.90 
Are $1.40 1.19 
oo) eae > ae 1.41 
A ae 1.70 1.49 
33x4. racivan.e a, eee 1.56 


Luggage Carrier. — Gate-type lug- 
gage carrier, light weight, 63c. each; 
58c. in lots of 10: gate-type luggage 
carrier, heavy weight, 80c. each; T5c. 

| in lots of 10; disappearing type lug- 
gage carrier, 65c. each; 60c. in lots 
of 10. 


Polish.—HLF auto polish, % pint, 
50c.; 1 pt., $1; 1 gt., $1.50. 40 per 
cent off; Duco auto polish, 6 0z., 50c.: 
1 qt., $1.50, 3314 per cent off. 


| BOLTS AND NUTS.—Sales are hold- 


ing up fairly well in this line. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, 
hexagon and tap nuts, 60 per cent 
off list. 

BOYS’ WAGONS.—Dealers are carry- 
ing ample stocks to take care of cur- 
rent trade. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 

Bunny wagon, Sd5c each; grey- 
hound No. 483, $3.10 each; greyhound 
No. 4938, $2.85 each; greyhound No 
197, $3.75 each; greyhound No. 697, 
$4.45 each; greyhound No. 293, $3.25 
each; scooter No. 108, $1.15 each; 
scooter No. 1091, $2.60 each. 

GROQUET SETS.—Shipments out of 
local warehouses this spring have been 


| of moderate proportions. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

No. 05, four-ball set, $1.25; No. 10, 
six-ball set, $1.65; No. A, eight-ball 
set, $1.95: No. 3, eight-ball set, $3.80; 
No. 1, eight-ball set, $2.80. 


DENATURED ALCOHOL. — Jobbers 
are now booking orders for delivery 
next fall. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Denatured alcohol in from 1 to 4 
drum lots, 6le. a gallon; in from 5 to 
9 drum lots, 59c. a gallon; in 10 drum 
lots or over, 57c. a gallon; in gallon 
lots, Sde. a gallon; in cases of 10 gal 
lons, S2c. a gallon. 

Note.— The above prices are for 
August, September and October de- 
liveries. Fon November delivery 
there is an added charge of le. a gal 
lon, and for December deliveries 2c. a 


gallon. There is a charge of $6 a 
drum, but t amount is refunded 
when the drum is returned. 


BUILDERS’ HARDWARE.—Sales have 
been excellent, and while the number of 
contracts taken by local jobbers have 
not been as large as last year, the busi- 
ness in dollars and cents shows an in- 





a ne SOAR Ah 


I th Ra BH hon 














42 


HARDWARE AGE for JUNE 20, 1929 





crease. Butts have declined 
and an advance in sash weights is con- 
templated. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Sash Weights.—Sash weights, $1.75 
per doz. 
Inside Sets. — Square bevel inside 
sets in case lots, $4.50 per doz. 
Butts.—3% in. old copper and dull 
brass butts, 1l4c. per pair in case 
lots; sand blast, brass finished butts, 
18c. per pair in case lots. 


FLASHLIGHT BATTERIES. — There | 


has been no change in this item. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

2 cell baby flashlight battery, 
each; 2 cell tubular battery, lsc. 
each; 3 cell tubular battery, 19%4c. 
each; small or large monocells, 
64%4c. each. 


GALVANIZED SPRINKLERS.—Busi- 


13c. 


ness has been normal this spring in | 


this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Four qt. sprinkling pots, $4 
doz.: 6 qt. sprinkling pots, 
doz.; & qt. sprinkling pots, 
doz.: 10 qt. sprinkling pots, 
per doz.; 12 qt. sprinkling pots, 
per doz. 
GARDEN HOSE.—Sales have shown 
improvement in the past two weeks. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 
Rubber Hose.—5 ply, % in., 5%c. 
per ft. in 50 ft. lengths for Leader 
brand; 7 ply, % in. red hose, 9c. per 
ft. in 50 ft. lengths; double braid in 
% in., 500 ft. coils, 64%c. per ft. 


$7. 10 per 
$7.90 
$9.00 


HOES.—Fill-in orders are being re- | 
ceived by local jobbers. The season has | 


been about normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

First grade true-tempered socket 
garden hoes in 6 in. size, $9.84 per 
doz.; 6% in., $9.96 per doz.; 7 in., 
$9.96 per doz. 

True-tempered cotton hoes io 6 in. 
size, $7.44 per doz.; 6% in., $7.68 per 
doz.; 7 in., $8.40 per doz, 

Black finish hoes in 6 in. size, $6.36 
per doz.; 6% in., $6.72 per doz. 


HOSE ATTACHMENTS.—No change | 


has occurred in this item. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Diamond nozzles, $3.60 per doz.; 
pet nozzles, $4.90 per doz.; Gem noz- 
zles, $5.50 per doz. 
HOSE REELS.—Improvement is noted 
in orders for hose reels. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Wooden hose reels, $14.50 per doz.; 
Boss, iron hose reels, $1.65 each; 
Donley all steel hose reels, $1.65 each. 


ICE CREAM FREEZERS.—This prod- 


uct is moving more freely. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

White Mountain.—1 qt., $2.43 each; 
2 qt., $2.83 each; 3 qt., $3.38 each; 
4 qt., $4.13 each; 6 qt., $5.33 each; 
8 qt., $6.75 each. 

Arctic.—1 qt., $2 each; 2 qt., $2.30 
each; 3 qt., $2.78 each; 4 qt., $3.40 
each; 6 qt., $4.30 each; 8 qt., $5.55 

each; 2 qt 


each. 

Peerless.—1 . “9 
$3.45 each; 3 qt., $4.10 each; 4 qt., $5 
each; 6 qt., $6.30 each; 8 qt., $8.20 
each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies 
on the above prices. 

LAWN MOWERS.—Jobbers report a 
liberal volume of fill-in orders. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Cheap Grade.—i2 in., $4.60 each; 
14 in., $4.90 each: 16 in., $5.20 each. 

Ball Bearing.—14 in. medium grade, 
$7.25 each; 14 in. good grade, $8.75 
each; 16 in. medium grade, $7.50 
each; 16 in. good grade, $9 each; 16 
in. best grade, $11.25 each: 18 in. 
medium grade, $8 each; 18 in. good 


qt., $2.95 


in price, ; 


| }AWN 


| PAINT SUPPLIES. — Business 
| month has been very active and has 
| offset some of the losses in May due to 
| the weather at that time. 


gradc, $9.60 each; 18 in. best grade, 


$11.85 each. 
LANTERNS.—This line is fairly active 
for this time of the year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Hot Biast Lanterns.—Little Star 
lanterns, $7.75 per doz.; Victor lan- 
terns, $8 per doz.; Monarch lanterns, 
$s per doz.; O. K. lanterns, $9.25 per 
doz.; No. 9 Royal lanterns, $9.75 per 
doz. 

Cold Blast Lanterns.—Junior, $8.50 
per doz.; Junior brass, $15.75 per doz.; 
Junior brass nickel-plated, $20 per 
doz.; Little Wizard, $8.50 per doz. ; 
Little Giant, $11 per doz.; No. 2 
Blizzard, $13 per doz.; No. 2 D- Cite, 
$13 per doz. 

Wagon Lanterns.— Junior Wagon 
with bull’s-eye lens, $17.25 per doz. 

Mill Lanterns. — Watchman’s mill 
lanterns, $25 per doz.; Underwriter’s 
mill lanterns, $27 per doz.; No. 2 
Blizzard mill lanterns, $39 per doz. 

Wall Lanterns.— No. 15, $35 per 
doz.; No. 25, $37 per doz.; No. 30, $37 
per doz.; No. 60, $9 each. 

Platform Lanterns. Imperial, $15 
each; No. 1 Climax, $5.50 each; No. 
2, $6 each; Nos. 1 and 2 C imax 
Nested, $11.50 each. 

Display Stand and Assortment 
Lanterns.—No. 26 display stand, $4 
each; No. 26 display stand and as- 
sortment (12 lanterns), $14 each. 

Note.—A special allowance of 25c. 


per doz. is made on shipments of 3 
doz. or more. 


MOPS.—Sales have been normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Betty Bright self-wringing mop No. 
10, $8 per doz.; Betty Bright self- 
wringing mop head No. 20, $4 per 


doz. 
RAKES.—Most of the season’s 
orders already have been placed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Wire lawn rakes, $6.75 per doz.; 
wooden lawn rakes, $6.50 per doz. 


NAILS.—Jobbers have reduced prices | 


10c. a keg, effective immediately. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Common wire nails, $2.85 per keg. 


PYREX WARE.—Business in this line 


| has been maintained at a fair level. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

Round Casseroles.— No. 621, 60c. 
each; No. 622, $1 each; No. 623, $1.17 
each; No. 624, $1.33 each. 

< ‘ae Casseroles.—No. 653, $1.17 
eacn 

Oval Casseroles.—No. 632, $1 each; 
No. 633, $1.17 each; No. 634, $1.33 
each. 

Round Pie Plates.—No. 206, 
each; No. 208, 50c. each; No. 
60c. each; No. 210, 67c. éach; No. 
73c. each. 

Round Pudding Dishes. — No. 
40c. each; No. 022, 57c. each; No. 
67c. each; No. 024, 80c. each. 

re Pudding Dishes.—No. 
r4€ eacn. 

Oblong Bread or Loaf Pans.—No. 
213, 17c. each; No. 212, 60c. each; No. 
214, $1 each. 


17e. 
209, 
211, 


021, 
023, 


053, 
this 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
79c. per gal.; turpentine, in 2 barrel 
lots, 63c. per gal.; white and red lead 
in 500 lb. kegs, 13% c. per Ib.; less 10 
per cent. 


| RADIO BATTERIES.—Orders continue 
at a fair rate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Net price Net price 
each, each, 
lessunit in unit 


pkg. 
No. 2138.. $3.20 
No. 22308 2.22 
2.81 
1.88 


Stock No. 
Super B bat., 
Super B bat., 
B batteries, No. 10308.. 
B batteries, No. 2308... 








batteries, No. 5308... 
B batteries, No. 2158... 
3 batteries, No. 2156... 
C batteries, No. 7 35 
A batteries, No. 6 F 8548 
Note. — Nos. 21308, 5308, 2158 and 
2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 
packages of 10; No. 6 is in unit pack- 
ages of 50. 
RAKES.—Fill-in orders have been 
placed in moderate volume with local 
jobbers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Trade-tempered true grade 12-tooth 
rakes, $9.12 per doz.; 14-tooth, $9.84 
per doz.;, 16-tooth, $10.50 per doz.; 
competition grade, 12-tooth rakes, $5 
per doz.; 14-tooth, $5.25 per doz.; 16- 
tooth, $5.85 per doz. 


| ROLLER SKATES.—This item is mov- 


ing fairly well. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair; No. 181, $2.65 per pair; 
No. 183, $2.75 per pair; No. 185, - 75 
per pair; No. 161, $1.32 per pair; Nos. 
103 and 105, $1.37 per pair. 


| ROOFING MATERIAL. — An upward 


revision of prices is expected soon. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper. — Light, 
80c.; medium standard, 95c.; heavy 
standard, $1.10; light Holdfast, $1; 
Medium Holdfast, $1.25; heavy Hold- 
fast, $1.50; red and green slate 
surface, $1.85. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 26c. per gal. 

Roofing Cement.—Liberty, elastic, 1 
Ib., 12%c.; in 5 Ib. cans, 9%c. per Ib.; 
in 10 lb. cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per lb. Certain-teed ce- 
ment, 36 lb. to the case; $4.25 per 
case; in 5 Ib. cans, 12 cans to the 
box, 8%c. per lb.; in 10 Ib. cans, 6 
cans to the box, 7%4c. per Ib 


SCREWS.—Business has been about 
normal in this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Flat head bright screws, 50, 10 and 
10 off list; flat head blue screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round 
head brass screws, 40 and 5 off list; 
aa wire goods, 85, 20 and 5 off 
ist. 


SCREEN DOORS.—A few replacement 


standard, 


| orders have been booked by the Cin- 
| cinnati jobbing houses. 





JOBBERS' QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 

Screen Doors.—No. 241, 2ft. 6 in. 
x 6 ft. 8 in., $18 per doz.; No. 281, 2 
ft. 6 in. x 6 ft. 8 in., $19.10 per doz.; 
No. 314, 2 ft. 6 in. x 6 ft. 8 in., $25.75 
per doz.; No. 355, 2 ft. 6 in. x 6 ft. 8 
in., $33.35 per doz.: No. 315, 2 ft. 6 
in. x 6 ft. 8 in., $32.65 per doz.; No. 
315, galvanized, 2 ft. 6 in. x 6 ft. 8 in., 
$32.95 per doz. 

Window Screens. — No. 1833, $4.30 
per doz.; No. 2433, $5.15 per doz.: No. 
2437, $5.40 per doz.; No. 3037, $6.90 per 
doz.; No. 3637, $8 per doz. 


WATER COOLERS.—This commodity 
is at its most active selling period. 
Sales probably will be on a normal 
plane as compared with the last few 
years. 


JOSBERS’ QUOTATIONS TO RE- 
TAILEBRS, F.O.B. CINCINNATI: 

2 gal. coo'er, $1.80 each; 3 gal. 
cooler, $2.05 each; 4 gal. cooler, $2.40 
each; 6 gal. cooler, $2.90 each; 8 gal. 
cooler, $3.90 each; 10 gal. cooler, $5 
each; Twentieth Century cooler with 
bottle, No. 50, in mahogany finish, 
$10.80 each; Twentieth Century cooler 
with bottle and stand, No. 500, in ma- 
hogany finish, $13.75 each; Twentieth 
Century cooler with bottle, No. 50, 
in white finish, $11.25 each; Twenti- 
eth Century cooler with bottle and 
=. No. 500, in white finish, $14.50 
each. 
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Pittsburgh Reports General Improvement 
in Hardware Trade 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, June 18.—Business in this district has shown a gen- | 
eral improvement in nearly all lines since the first of the month and 
both jobbers and retailers are now enjoying a satisfactory demand. 


Screen doors and windows, wire cloth, farm tools and paints are | 


now accounting for a large share of the business, but heavy activity 
has also developed in sporting goods, notably baseball and tennis 


supplies. 


expectations, but is gradually improving. 
lighter building operations this season in the Pittsburgh area, buil- | 


The movement of builders’ hardware is not yet up to 


In view of somewhat 


ders’ hardware and kindred lines are not expected to reach their 


usual volume. 


Another line which has failed to develop to the usual 


proportions is roofing, notably galvanized and corrugated steel ma- 


terial. 


Activity in this line was delayed for several weeks by wet 


weather and part of the work which might have been done has been 


postponed to a later date. 


Sheet steel prices have not been advanced 


by jobbers, but stronger mill prices are being adhered to and jobbers 
will likely be forced to watch their margins more closely in the third 


quarter. 





Hardware prices are well estab- 
lished. Bolts, nuts and rivets, long a 
weak line from the price standpoint, 
are now being generally held and the 
market on wire products and wire nails 
is well established. A slight revision 
in radio tube prices has been announced 
by manufacturers, the change being 
largely in the form of better discounts 
to jobbers. Incubator prices for 1930 
have also been announced and reflect 
a slight increase over the present quo- 
tations. Raw turpentine has again 
been reduced ic. a gallon and is now 
quoted at 67c. Otherwise prices are 
general unchanged at recent levels. 

Hardware jobbers in the district re- 

port occasional delays in mill ship- 
ments of such lines as farm tools and 
screen products, but stock mills in the 
Pittsburgh district are now able to 
offer somewhat better shipments of 
steel products than was the case a 
month ago. Specifications on the lead- 
ing products are gradually declining, 
but mill backlogs are so large that it 
will probably be another month before 
any marked decrease in production will 
develop. With both steel ingot and 
pig iron production at record levels in 
May, it seems certain that June will 
also have a much higher output than is 
usual for that month. Third quarter 
prices on all finished products have now 
been announced, and quotation are un- 
changed on all except blue annealed 
sheets on which a change in base was 
introduced. 
AUTOMOBILE TIRES AND TUBES. 
—Little improvement in demand is 
reported and prices in this district are 
unchanged at recent levels. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 
$8.25; tubes, $1.60; 29 x 4.75, $9.55; 
tubes, $1.70; 29 x 5.00, $9.90; tubes, 
$1.75; 30 x 5.00, $10.20; tubes, $1.80; 
31 x 5.00, $10.65; tubes, $1.85; 32 x 
5.00, $11.75; tubes, $1.90; 28 x 5.25, 
$11.10; tubes, $1.85; 30 x 5.25, $11.90; 
tubes, $2.00; 31 x 5.25, $12.25; tubes, 
$2.05; 29 x 5.50, $12.65; tubes, $2.25. 
Same, 6 ply, 31 x 5.25, $14.70; tubes, 
$2.05; 30 x 5.50, $16.05; tubes, $2.35; 
30 x 6.00, $16.15; tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. . 
Tire display racks, $10.00 each. 
Prices in all instances are each. 


BATTERIES.—tThis line is also quiet, 
with radio batteries depressed by the 
summer lull in activity. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Broken Unit 

Packages Packages 
Le | OC pees or $2.06 
a | eerie 2.97 
i Dy RS Pres er 2: 1.92 
A Ee eee ee 3.00 2.80 
No. 768 2 > Bas 
No. 39 
No, 7 97 
No. 7 1.30 
No. 1.3 
No. 1.92 
No. 1.79 





No. 6 ary cells, ignition type, unit 
packages, 36c. eac 

Flashlights.—No. "935, 6%4c. each; 
No. 950, 616c.; No. 790, 13c.; No. 705, 
19%4c.; No. 750, 13%4¢c.: No. 791, 13c. 
$2 Hot ‘Shot. —No. 1461, $1.67; No. 1661, 
BOLTS, NUTS AND RIVETS.—De- 
mand continues at a steady rate and 
prices are satisfactorily established. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list: stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

Nuts.—All styles, 50 per cent off 
list 

Rivets. —Larger, $3.50 base per 100 


| 
| 
| 








pieces; small wagon and tinner’s riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—This line 
is showing improvement with more 
favorable weather and a generally up- 
ward trend in small building opera- 
tions. However, demand is not yet up 


| to the usual level for this time of the 


year. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50; per 100 pairs; 
3% x 3% in. $19; 4x 4 in., $30. 

Hinges.—He: avy strap, 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy T," 6 in., $2.30 per doz.; 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
“ 60; light, 2, 3 in., $11 per 100 pair; 

in., $12.60. 

Hasps. — Hinges, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.: 4% h., SL24; € in. 
$1.60. 

Garage Sets. 
in., $3 per set. 

Lock Sets.—Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set; steel inside, $5.25 per doz.; 


front door, $1.65. 
FARM, GARDEN AND LAWN.— 
Movement of garden hose and fixtures 
has become more active in the last 
week or two, and other products con- 
tinue to hold up well. Demand for 
lawn mowers is not quite so heavy, but 
there is increasing activity in farm 
tools. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 
Lawn Rollers.—-No. 2, 175 Ib., with 
water, $8.55 each; No. 4, 65 Ib., 
$10.15; No. 5, 265 Ib., $12.70; No. 7, 
420 Ib., $14.60; No. 9, 565 Ib., $16.50. 
Garden Hose.—250 to 500 ft. coils, 


Swinging hinges, 10 


Vi, in., 1% c. to 9c. per ft.; % in., 8c. 
to 103 wc. ¥, in., 9c. to 121% c.; in 50 
ft. le sngths coupled, 4c per ft. 
higher; nozzles, Gem, $5.50 per doz.;: 
«Diamond, $4.50 doz.; Giant, $3.25 per 


doz.; reels, $1 to $4 each; Perfect hose 
couplings, $2 per doz.; Sherman hose 
couplings, $1.40 per doz.; Perfect 
hose menders, 25c. per doz.: hose 
nipples, $2.40 per doz.; hose adapters, 
$2.25 per doz. 

Forks, Rakes and WHoes.—Manure 
forks, No. $1, $13.63 per doz.; No. 
41, $15.24; spading forks, No. 84, 
$10.80 per doz.; No. 72, $14.28; garden 
rakes, No. 014, $5.64 per doz.; No. 512, 
$8.64; No. 514, $9; lawn rakes, No. 
124R, $5.50 per doz.; field hoes, $6 per 
doz. 

Barrows.— Garden, No. 81, $3.65 
each: No. 82, $4.75; No. 83, $5: No. 
84, $7.75; No. 45, $4.50; No. 35, $5.75; 
No. 25, $6.25. 

Trowels.—Garden, No. 7, $1.40 per 
doz.; No. 803, 90c.; No. 809, $2; No. 
100, $3.50; No. 85, 80c.; No. 02, T5e. 

Grass Hooks and Shears.-—Hooks, 
No. 7, $2.50 per doz.;: No. 450, $4; 
German, $3.60; English, $7. Shears, 
No. 360, $3 per doz.; No. 380, $3.60; 
No. 520, $5.50; No. 525, $7; No. 530, 
$5.50; No. 540, $6. 

Shears.—Pruning, No. 25, $2 ner 
doz.; No. O, $4.50; No. 533, $6.50: No. 
4671, $9; hedge, 8 in., blades, $1.25 
to $1.75 each: 9 in., $1.40 to $1.90; 
10 in., $1.60 to $2. 

Pruners. — Tree, Water, $1.30 to 
$1.60 each; Disston, $2 to $2.10: Rock- 
dale, $1.35 to $1.65; McKinney, $2.60 
to $3.60. 

Sprinklers.—Ring, 60c. each: Eom 
King, $2.60; Giant "Rain King, $8.2 
Pluvius, $1.25. 
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Sprinkling Cans.—Galvanized, 4-at., 
$6 per doz.; 6-qt., $6.60; 8-qt., $7.50: 
10-qt., $8.40. 

Lawn Mowers.—12-in., $5 to $8.75 
each; 14-in., $5.25 to $13; 16-in., $5.75 
to $13.50; 18-in., $8.50 to $14; 20-in., 
$10.50 to $15. 

Sprays.—HKordeaux mixtures, 1-Ib. 
papers, 24c. per Ib.; in 100-lb. drums, 
l4c. per lb.; arsenate of lead, 1-lb. 
papers, 22c. per lb.; in 100-lb. drums, 
l6c. per Ib. 


FERTILIZER.—There is still a fair 


demand for fertilizer, but the aggre- | 
gate movement thus far this spring | 
has been somewhat lighter than usual. | 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 

Old Gardner cases of 24 1-lb. car- 
tons, $2; 48 1-lb. cartons, $3.80; 10 5- 
Ib. bags, $3.20; 5 10-lb. bags, $2.10; 
2-25-Ib. bags, $2.25; 50-Ilb. sacks, $2 
each; 100-Ilb. sacks, $3.50 each. 


MISCELLANEOUS TOOLS.—Improve- | 


ment in this line is reported from some 
quarters, due probably to increasing 
building activity in the district. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Circular Saws.—6 in., $2.25 each; 

8 in., $3.00; 10 in., $4.00. 

Cross Cut Saws.—Simonds Crescent 
Ground, Nos. 13, 22, 113, 133, 324 
and 325, 5 ft., $5.40; 51% ft., $6; 6 ft., 
$7. 

Electric Drills.—No. 141, $24 each; 
No. 142, $32; No. 122, $48; No. 562, 
$35.20; No. 382, $41.60. 

Files.—Disston, 50 and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. Simonds, 
50 per cent off list. : 

Garage Vises.—No. 43, $2 each; No 
431%, $3; No. 44, $5. 

PAINTING SUPPLIES.—Paints con- 
tinue very active and business is ex- 
pected to reach record proportions this 


SCREEN WIRE GOODS.—Screen | 


|some call for fountains, feeding | as might be expected at this time of 
| troughs, etc. Jobbers have received 
| revised price lists for 1930 on incuba- | 


| 
| 
| 
| 


| tors, which are somewhat higher than 
| present schedules. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 

Incubators.—No. 1, $21 each; No. 
2, $24.50; No. 3, $32.55; No. 4, $38.50: 
No. 16E, $15.75; No. 17E, $21; all 
prices net. 

Brooders.—No. 117, $10.33 each; No. 
118, $12.95; No. 119, $15.75; No. 80, 
$12.25; No. 81, $12.95; No. 101, $18.55; 
No. 102, $22.50; all prices net. 

Fountain, etc.—Fountains, 25c. to 
$1 each; feeding troughs, 20c. to 85c. 
each; mash hoppers, $1.30 to $2.10 
each. 

Cel-O-Glass.—In 100-ft. rolls, 12c. 
per sq. ft.; in 50-ft. rolls, 124c. per 
sq. ft. 


‘SASH WEIGHTS.—Little activity 
characterizes the market, and prices 


the year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Black sheets, No. 24 gage, in lots of 
1 to 9 bundles, 4.15c. per Ib. 

Galvanized sheets, No. 24 gage, in 
lots of 1 to 9 bundles, 4.80c. per Ib. 

Blue annealed sheets, No. 10 gage, 
in lots of 1 to 9 bundles, 3.45c. per Ib. 

Galvanized corrugated sheets, No. 
28 gage, 2% in., $4.43 per square. 


SPORTING GOODS.—Heavy move- 
ment of baseball and tennis supplies is 
reported by all jobbers, with price quo- 
tations regularly sustained. 


WIRE PRODUCTS.—Barbed wire and 


wire fencing are somewhat more ac- 
tive. There is also an improved de- 
mand for wire nails, but this line is 
| still slow. Prices are well established. 


| are unchanged at $42 a ton f.o.b. Pitts- | 


burgh. 


doors and windows are very active, 
probably leading all other hardware 
lines in demand. There is also a heavy 


movement of screen wire cloth, and a | 


| fair demand for poultry netting. 


month. Turpentine has again been re- | 


duced 1c. per gal., and is now quoted 
at 67c. per gal. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
teady mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13% c¢. per Ib. in 
100-Ib. lots; 10 per cent less in lots 
of 500 lb. or more, and extra 4 her 
cent less in lots of a ton or more; 
turpentine, 67c. per gal, in barrel 
lots; raw linseed oil, 12 c. per Ib. in 
barrel lots a 
POULTRY SUPPLIES.—Demand is 
gradually tapering off, but there is still 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Screen Wire Cloth.—Black No. 12 
mesh, $1.85 per 100 sq. ft.; opal, No. 
12 mesh, $2.10; bronze, No. 14 mesh, 
$6.75. 

Screen Doors.—2 ft. 8 in. x 6 ft. 8 
in., No. 241, $18 per doz.; No. 288, $24; 
No. 457-G12, $22; No. 315-B14, $42 

Screen Windows.—Wooden frame, 
extension, 12-33, $3.50 per doz.; 15-33, 
$3.85; 18-33, $4.40; 24-33, $5.10. 

Hardware Cloth.—24 in. x 48 in., 
No. 2, $4 per 100 sq. ft.; No. 3, $4.30; 
No. 4, $4.65; No. 6, $5: No. 8, $5.50 

Poultry Netting.—Galvanized after 
weaving, 50 and 10 per cent off list. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Fence Wire 





SHEET METAL.—Sheet copper is | 
| quiet with prices unchanged at 27%c. | 
| per lb. There is a steady demand for | 
| zinc which is quoted at 11'%c. 
| SHEET STEEL.—Jobbers’ quotations 
| are unchanged in spite of the fact that | 
prices from mills will probably average | 
higher in the third quarter. Galvan- | 


ized sheets and roofing material have 
failed to develop as heavy a demand 


per 100 Ib. Annealed Galvanized 


No. S GRees.. 0.5% $3.00 $3.45 
No. 1 3.05 3.50 
No. 55 
No. 


Barbed wire (per 80-rod spool): 
2-point $2 
2-point 
4-point 
4-point 
2-point 

Field Woven Wire Fence (per 100 
rods): 
SE | anh. gees Kee deus eos vai wd $39.80 
1047- 9 

726-11 

726- 9 

939-11 

939- 9 

Poultry 
No. 1635 
No. 1948 
No. 2158 

Smaller mesh: 
ee eS ee ea ea ee $37.00 
No. 2048 44.50 
No. 2360 
No. 2672 

Steel Fence Posts: 

Galvanized Painted 
Tubular Angle Steel 
OES. Sse seeess eects 50c. each 
6% ft. ...........55¢c.each 38c. each 
ews Yad ud s abeik kad §5e.each 40c. each 
7 ft 45c. each 
base, per keg, $3. 


Northwest Crop Prospects Improved— 
Tourist Trade in Progress 


BRADS.—Call for brads has increased 
with the growth of building operations 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, June 18.—General rains last week over the terri- 
tory tributary to the Twin Cities greatly improved prospects for a 
good crop for this year. General conditions are good and steady 
trade of good volume is anticipated for the summer and fall. 

At the present time the vacationist and tourist is getting into 
the center of the picture and demanding considerable attention in 
the way of supplies and equipment. In addition, road construction 
work and building of homes and business property is in full swing. 

Prices are steady, with a change only on solder for this week. 


AXES.—Sales are steady with prices | BOLTS.—Deliveries are fairly good 


unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single bit, base weight, unhandled 
exes, $15 to $16.50; double bit, $20.00 
to $21.50: single bit, handled, $19.25; 
double bit, handled, $24.25 doz., net. 


with prices firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and lag 
screws, 60 per cent from standard 
lists. 


this spring. Price is firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wire brads in 25-lb. box at 75 per 
cent from lists. 


BUILDING PAPE R.—Demand is 
steady with good volume. Prices show 


no 





changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
ted rosin sized paper, all weights, 
$2.65 cwt., and tarred felt paper, 
$2.80 cwt., net. 


| CHAIN.—Call for chain is normal for 


this time of year. Prices are firm as 
quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Log chains, 4% x 14, $12.05; % x 14, 
$9.15: % x 14, $8.60; proof coil chain, 
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% in., $10.30; 3% in., $7.40; % in., 
$6.85; % in., $7.70 cwt., net. 
CHURNS.—Sales show a steady call 
for this line with prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Barrel type churns, 3314-5 per cent 
from lists. 
EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Deliveries are show- 
ing good volume. Prices are firm as 
quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Eaves trough, 5 in., slip joint, sin- 
gle head, galvanized, in crates, $5.25; 
6 in., $6.40; conductor pipe, 3 in., in 
crates, not nested, $4.90; 4 in., $6.85 
per hundred feet; conductor elbows, 
3 in., $1.73; 4 in., $2.88 doz., net. 


FIELD FENCE.—Demand is good with 
prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Field fence, 9 ga., top and bottom, 
11 ga. intermediate, 26 in. high, $39.69 
per 100 rods, net, with other heights 
in proportion. 
FILES.—Sales are showing’ good 
volume, with stocks well assorted. 
Prices have not changed. 
JORBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Nicholson files, 50 per cent and job- 
bers’ brands, 60-10 per cent from list. 
GALVANIZED WARE.—Call for 
items in this line is fairly good with 
prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Standard galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $4.70; stock 
pails, 16-qt., $4.70; 18-qt., $5.50; 


standard tubs, No. 1, $7.15; No. 2, 
$8.00; No. 3, $9.35; heavy, No. 1, 
$13.20; No. 2, $14.40; No. 3, $15.60 
doz. net. 
GLASS AND PUTTY.—Demand is still 
good, although the first heavy repair 
business for spring has somewhat 
abated. The call for supply for new 
work is steady. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single and double strength A grade 
glass Minnesota prices 83 per cent 
from lists; strictly pure putty, in 50 
lb. steel drums, $4.85 cwt., net. 
LAWN HOSE.—Demand is good and 
stocks are well filled. Prices show no 
changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Lawn hose, Manhattan, black, %- 
in., 500-ft. bales, $7.25; %-in., $8.50; 
5g-in., 50-ft. lengths, coupled, $7.75; 
Manhattan, red, %-in., 500-ft. bales, 
7.75; %-in., $9.00; %-in., 50-ft. 
lengths, coupled, $8.05; Good Luck, 
5g-in., 6-ply, $9.00; Bull Dog, %-in., 
7-ply, $12.75 per 100-ft. net. 


LAWN MOWERS.—Demand is show- 
ing a good volume with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Lawn mowers, Philadelphia, Style 
A, 15-in., $15.75; 17-t!., $17.85; 19-in., 
$19.95; Riverside, Ball-bearing, 16-in., 
$7.25; 18-in., $8.25 each, net. 
MILK CANS.—Deliveries show a good 
demand with stocks ample. Prices 
have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Milk cans, railroad, wide neck, 8- 
gal., $3.05; 10-gal., $3.15 each, net. 
NAILS.—Deliveries are showing good 
volume as spring construction work 
gets well under way. Prices have not 


changed. 








| 
| 
| 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 
Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 per keg, base. 
PLANTERS.—Demand for corn and 
potato planters shows a decided de- 
crease, as spring work in this line is 
practically completed. Prices are un- 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Corn and potato planters, Acme, 
$10.25 doz., net. 


POULTRY NETTING.—Sales show a 
good volume with stocks well filled. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Poultry netting, hexagon mesh, 60 
per cent from lists. 
PYREX OVENWARE.—Sales are 
steady and prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
No. 623 casseroles, $1.00; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
24 tea pots, $2; No. 26 tea pots, $2.33; 
No. 953 percolator tops, 7c. each met. 


REGISTERS.—Demand is good with 
prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Registers, cast iron, 40-10 and 
steel, 40-10 per cent from lists. 


REGISTER AND RADIATOR 
SHIELDS.—Call for this line is nomi- 
nal at present. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 
tegister shields, Gem, No. 1, floor 
type, $12: No. 10, floor type, $10; No. 
2, wall type, $6; and No. 20, wall 
type, $5.20. Prices are net to dealers 
per dozen. No. 1 and No. 2 are oxi- 
dized copper. No. 10 and No. 20 are 
black enameled. 
tadiator shields, Gem, adjustab 
No. 1, $4; 5 


le, 

No. l-a, $4.50; No. 2, $4.50: 

No. 3 $5; No. 4, $5; No. 5, $5.50; No. 

6, $6; No. 6-b, $6; No. 7, $6.50; No. 8, 

$7. These prices are list each and 

subject to dealers’ discount of 30 per 

cent. These models with water hu- 

midifiers are $1 extra each, list. 
ROPE.—Demand for rope is fairly 
good. Rope for hay tools is selling in 
some parts of the territory. Prices 
are unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

3est grade manila rope, 7-16 in 
and larger, 24c.; % in, and smaller, 
25c.; best grade sisal, 17\c. lb., base. 

SANDPAPER.—Sales are very good 
with stocks ample. Prices have not 
changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade, sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67¢. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 

SASH CORD AND WEIGHTS.—De- 
mand is steady with fair volume. 
Prices have not changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Sash cord, best grade, 65c. Ib. base, 
second grade, 38c. |b., third grade, 
27c. lb. base, net, and cast iron sash 
weight, $1.95 cwt., net. 

SCREEN DOORS AND WINDOWS.— 
Call for this line is good with consider- 
able of the selling season ahead. 
Prices are firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Screen doors, common, 2-S x 6-8 
$1.70; fancy, 2-8 x 6-8, $2.05 each, 
net. 





| volume. 


| WHEELBARROWS. 
| good in this line. 


Window screens, extension, 24-in., 
Continental, $9.75; Wabash, $5.60 
doz., net. 

SCREWS.—Call is steady with good 
volume. Prices are unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 37% per cent; round 
head brass, 32% per cent from lists. 

SOLDER.—Demand is fairly good. 
Prices are slightly lower. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Warranted half and half solder, 
30% cents Ib., and strictly half and 
half solder, 31% cents Ib., net, in 
100-lb. boxes. 

STEEL SHEETS.—Deliveries are 
showing a very good volume with 
prices unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized steel sheets, 24-ga. 
(base), $5.00; black steel sheets, 24- 
ga. (base), $4.15; Armco galvanized 
steel sheets, 24-ga. (base), $6.65 cwt., 
net. 


TIN.—Demand is _ steady 
Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. TWIN CITIES: 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
S lb. coating, IC, $15.50 box, net 
Sales are fairly 
Domestic demand is 
slightly less than early in the spring, 
but contractor demand is _ better. 
Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Wheelbarrows, barrel type tray, 
best grade, $41.30: second grade, 
$34.70 doz., net; tubular, steel tray, 
$7.20; Gopher garden, $3.75; American 
garden, $6.25 each, net 
WIRE.—Fence wire is selling well with 
stocks ample. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized barbed cattle wire, $3.11 
per 80-rod spool; galvanized barbed 
hog wire, $3.34 per 80-rod spool; No 
9 (base) smooth galvanized wire, 
$3.65 cwt., and No. 9 smooth black 
wire, $3.20 ewt. 


WIRE CLOTH.—Sales in this line are 
very good with stocks well filled 
Prices are unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Wire cloth, 12 x 12 mesh, black 
painted, $1.88, and 12 x 12 mesh, 
aluminum finish, $2.25 per 100 sq. ft., 
ASE 

Bronze wire cloth, 14 x 14 mesh, 
$7 per 100 sq. ft. in full ro!ls, net 

WRENCHES.—Sales are fair with de- 
mand from garages and shops good. 
Prices have not changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 per 
cent; keg model wrenches, 54° per 


cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 


with good 








per cent from list. Bemis & Call 
long sleeve nuts, 10 in., $1.70; 12 in., 

$2.60; 15 in., $2.75 each net. 
Snap-on Wrenches. Radio and 
marta 


electric sets in metal cases, $2.75; 
No. 101 Master Service Sets, 
No. 202, Heavy Duty Sets, $3.80; N 
104, Flexible Socket Set, $8; No. 608, 
Crankecase Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No 
1917, Giant Snap-on with extra heavy 
duty ratchet, $27.35 list, less 3344 per 
cent discount 

Crescent, 6 in., $5.65; 8 in., 
and 10 in., $8.64 doz., net 





$6.96; 
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New England Retail Dealers Buying Goods 
More Freely Than Heretofore 


BOSTON, June 18.—Public demand for hardware store merchan- 
dise is steadily increasing, thanks to more seasonable weather con- 
ditions, and retail dealers in turn are buying goods from the jobber 
Retail requirements are solely for 
seasonable merchandise, dealers evincing no interest in futures. 
Retail stocks are well assorted, but not heavy. Purchases are gen- 
erally confined to small amounts at a time, but are made often. Job- 
bers’ stocks are heavy, yet not excessively so, it being necessary for 
them, owing to the nature of retail buying, to keep a big assort- 
Manufacturers of hardware store mer- 
chandise are busy, but jobbers say they have no difficulty in getting 
what they want when they want it. 

Collections are said to be a little better, yet jobbing houses have 
more money out than ever before in their history. They attribute 
the current collection situation to the fact that never before has the 
retail trade experienced such bitter competition as it is this year, 
and also to the fact that the spring public buying season was slow 
in getting under way, owing to unseasonably cool and wet weather. 


more freely than heretofore. 


ment of goods on shelves. 


(Boston office of HARDWARE AGE) 





AUTOMOBILE ACCESSORIES.—Sales 
of tires have improved, and medium 
and high priced ones are moving just 
about as well as the cheaper sort. 
Competition for retail orders is keen, 
however. Other accessories are rather 
slow. 


JOBBERS'’ euoT ates TO RE- 
TAILERS, F.0.B. BOSTON 

Tires.— Mansfield line, inere duty, 
straight side, 30 x 3% in., $8.85 each, 
list; 31 x 4 in., $10.80; 32 x 4 in., 
$11.50; 33 x 4 in, $12.10; 32 x 4% in., 
$15.55; 33 x 5 in., $21.15; 35 x 5 in., 
$22.70. Discount, 7% per cent. 

Tires.—Mansfield line, balloon, 2 
4.40-19, $7 each list; x 4.40-21, 
$7.40; 30 x 4.50-21, $8.25; § 
$10.20; 31 x 5.00-21, $10.65. 
7% per cent. 

Tires.—Mansfield line, balloons, six- 
ply, 30 x 4.50-21, $11.05 ‘each list; 30 x 
5.25-20, $14.30; 30 x 5.50-20, $16. 05; 35 
x 6.00-23, $19. Discount, Eva per cent. 

Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40-19, $15.60 per car- 
ton list; 30 x 4.50-21, $18. Discount 
10 per cent. In less than carton lots, 
10c. per tube should be added to the 
cost. 

Tubes—Mansfield line, six to the 
carton, 30 x 4.75-21, $9.90 per carton 
list; 31 x 5.00-21, $10.50; 30 x 5.25- 
20, $11.40; 29 x 5.50, $12.90; x 
5.50-20, $13.50; 30 x 6.00- 18, $12. 90, 

31 x 6.00-19, $13.20; 32 x _ 6.00-20, 
$13.80; 33 x 6.50-21, $16.50. Discount 
10 per cent. In less than carton lots 
10 c. per tube should be added to the 
cost. 
BATTERIES.—Although not perhaps 
as active as in former years at this 
time, because of the advent of all-elec- 
tric sets, the sale of radio batteries 
holds up remarkably well. Since the 
opening of the yachting and motor 
boat season dry cell batteries have 
been doing well. 

JOBBERS’ SuoTAT eS TO RE- 
TAILERS, F.0.B. BOSTO 

Batteries.—Columbia, ioe cell, in 
lots of 50, 32c. each net, freight al- 
lowed. Hot Shot, in barrel lots, No. 
1461M, $1.65 each net; No. 1562M, 
$1.97; No. 1662M, $2.34. In less than 


Discount 





barrel lots, No. 1461M, $1.75; No. 
1562M, $2.07; No. 1662M, $2.45. 

Radio.—Dry cell, in lots of 50; No. 
7111, 35c. each net; in smaller lots, 
40c. each net. B batteries, in units 
of 5, No. 767, less than unit packages, 
$2.06 each net; unit packages, $1.92. 
No. 770, less than unit packages, $3; 
unit packages, $2.80. No. 772, less 
than unit packages, $2.06; unit pack- 
ages, $1.92. Storage batteries, 6 to 9, 
$9.75 each net; 6 to 11, $11.10; 6 to 
13, $13.05. 

BOYCYCLES.—With schools closed 
and closing for the summer vacation 
it is time for the retail dealer to work 
up his boycycle business. Some retail- 
ers already have rounded up sufficient 
business to make it necessary to stock 
up again. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTO 
Boycycles.—Superb, No. ier. $9 
each, net; No. 252BT, $19; No. 253BT, 
$13. 

CAPS AND CAPPERS.—There is a 
slow yet steady improvement in the 
movement of caps and cappers out of 
jobbers’ stocks. Jobbers say distribu- 
tion is rather spotty, however. By that 
they mean that retailers in certain 
cities or towns enjoy a good business 
in such merchandise, while in other 
localities retailers could not give caps 
and cappers away. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. BOSTON: 

Bottle Crowns.—One gross to the 
carton, 2lc. per gross net; ten gross 
to carton, 20c.; fifty gross to carton, 
19¢. 

Cappers.—Indestro, No. 1000, $10.80 
per doz. net; Everedy, No. 100, $9; 
No. 1018S, $10; No. CB, $21. 


CLOTHES DRYERS.—Judging by 





sales reported by jobbers, many house- 
wives are doing their own washing, | 
having found laundry bills are rather | | 
excessive. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Clothes Dryers. — Standard make, 
No. 12, $6.75 each net. 
FANS.—Warmer weather has helped 
the sale of electric fans. Small fans 
are selling better than large. With the 
numerous makes of coolers on the mar- 
ket hardware dealers are meeting stiff 
competition. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOST 
Fans.—Electric, Polar potiine: in lots 
of less than 12, 6 in. stationary, $2.45 
each net; new model, 6 in., $2.75; No. 
B61, 8 in., $2.80. Less than six, No. 
B62, 9 in., $3.70; No. B68, 10 in., $4.55. 
FENCING.—Jobbers are quite optimis- 
tic regarding their fencing business 
this year. Some of them say sales will 
exceed all previous records. There is 
no disputing the fact that the wire is 
fast displacing the wooden fence. 
JOBBERS'’ oh. canton. TO RE- 
TAILERS, F.0.B. BOST 
Fencing.—Lawn, nna in 10- 
rod rolls, 36 in., $1. 73 per rod; 42 in., 
$1.88; 48 in., $2.20. 
Fencing.—Field, galvanized, 8.32 x 
6, $5.80 per cwt., net; 10.46 x 6, 
389: 10.47 x 12, $5.44; 11.55 x 6, 


Staples.—Galvanized fence, in 100 
kegs, $6.25 per cwt.; in 10 Ib. car- 
tons, $7.50; in 1 Ib. papers, $8.50; in 
str” papers, $9.25; in %4 lb. papers, 


Pittsburgh, in 


Staples.—F.o.b. mill, 
in less than 


ear lots, $3.45 per cwt.; 

car lots, $3.70. 
FIRE EXTINGUISHERS.—Each year 
finds insurance companies more string- 
ent regarding fire hazards and the 
trend of insurance rates is upward. 
Fire extinguishers help one to keep 
within hazard lines and to reduce in- 
surance policies. 


JOBBERS’ eueTstn TO RE- 
TAILERS, F.0.B. BO 
Fire tt gg a 2% 
gal. containers, $9.60 each net; Buff- 
alo, 2% gal, soda and acid type, 
$9.50. 
FREEZERS.—The sale of freezers so 
far this season has been backward. 
Recent weather conditions have helped 
some, but jobbing sales are still well 
behind records of former years. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
White Mountain Freezers. —2 qt., 
$5.65 each; 3 qt., $6.75 each; 4 qt., 
$8.25 each; 6 qt., $10.45.each; 8 qt., 
$13.50 each, and 10 gqt., $18 each. 
These are list prices and are sub- 
ject to dealers®* discount of 40 and 10 
per cent. 
FRUIT PICKERS.—Some of the larg- 
est retail dealers are ordering in fruit 
pickers. The outlook for New England 
fruit crops in general is not particular- 
ly good, so jobbers anticipate the move- 
ment of pickers will fall somewhat be- 
hind this year. 
JOBBERS’ STA TO RE- 
TAILERS, F.0.B. BOST 
Fruit Pickers. pay No. 299, 


without wire-wound socket, $5.50 per 
doz. net; Perfect, No. 327, -5¢ 
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HAMMOCKS.—Jobbers still say that 
hammock sales are disappointing. Re- 
tail buying has been of larger volume 
of late, but the average buyer is taking 
exceptionally small amounts of stock. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON: 
Hammocks.—Couch styles, khaki 
colored drill, $8 each net; drill with 
adjustable back, $12.50; khaki duck, 
adjustable back, box mattress, $13.50; 
striped duck, head rest, adjustable 
back, box mattress, $18; striped duck, 
head rest, adjustable back, boxed 
mattress, broad arm rest, $20; glider 
types, striped duck, mattress, ad- 
justable back and head rest, $30; 
triped drill, without head rest, sus- 
_ from steel underslung stand, 


Canopy.—No. K7, $6 each, Khaki, 
No. K2, $4.35. 
Stands.—No. 63A, $3 each net. 


INSECTICIDES.—It is a great year 
for bugs and other things that destroy 
crops, which, perhaps, explains the 
splendid showing in retail and jobbing 
insecticide sales. 
JOBBERS’ gp ttn TO RE- 
TAILERS, F.0.B. BOS 


Lime Sulphur.—In on 5 
3lc. each net; in gallon containers, 
59c. Direct shipments, in five gallon 
containers, 48c. per gal. f.o.b. Balti- 
more; in 50 gallon containers, 1616c. 


Paris Green.—In one pound papers, 
ro per pound, net; 
c. 


in %4-lb. papers, 








Hellebore.—Powdered, white, 4% - 
packages, 48c. per Ib. net; % Ib., 35c 


1 Ib., 27c. 
Pine Tar.—In cans, % pints, $1.10 
ae doz.' net; pints, $1.65; quarts, 
75. 


Crow Repellent. — Stanley's small 


Feng 9 _ 0c. each net; large con- 
taiers, $1.0 

In-A- Minute. — Insecticide, $3 per 
doz. net. 


Bug Death.—One lb. packages, $1.44 


per doz. net; three lb., $3.75; five Ib., 
$5.62; 12% Ib., $13.50; 100 Ib., $7.50 
each, 


SHAVING KITS.—A new shaving kit 
for this market is meeting with a good 
reception among retail dealers. It is 
the Twinplex, and consists of a strop, 
a tube of shaving cream, a five blade 
package and a blade wiper. It is 
known as No. G300, costs the retailer 
$2.60 each net and retails at $3.98. 


TUBING.—Copper seamless tubing has 

been advanced about 7% per cent on 

the average. New prices follow: 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. BOSTON 

Tubing. —Seamless copper, an- 
nealed, % in., 76c. per Ib. net; ¥ in., 
= % in., 52c.; fs in., 49c.; % in., 
8c. 


WATCHES.—Now that the schools are 
out and children are being hiked to the 
country, seashore and camp there is a 
much broader market for watches, 
more particularly the cheaper ones. 











Current Conditions Are Satisfactory in 


New York Hardware Market 


NEW YORK, June 18.—Though current conditions in the local 
wholesale hardware market may be considered satisfactory, it is 
likely that June 30 will find a report that the first six months of 


1929 is below the same period of last year. 


This probable decline 


may be traced to the poor showing of May as a selling month. The 
unsettled weather of May retarded the development of business 
which was getting started in great shape during the month of April. 
Prior to May 1 local opinion was that the first six months of 1929 
would show greater volume than the first half of 1928. 

There are practically no important price changes being made at 
this time. Credits are fairly good, but only slightly better than they 
have been. For a few days early this month collections were good. 

Total building contracts awarded in New York State and North- 
ern New Jersey during the past month amounted to $122,474,600, 
according to F. W. Dodge Corporation, a decrease of 28 per cent 
from the April total and a decrease of 34 per cent from the May 


1928 total. 


This decline was due largely to the decrease in building 


of the residential and public works and utility classes. 

The May total in this district included the following classes: 
$46,209,300 or 38 per cent for residential building, $24,130,500 or 
20 per cent for public works and utilities, $22,487,500 or 18 per cent 
for commercial building and $10,799,400 or 9 per cent for educa- 


tional building. 


The total construction contracts for the first five months of this 
year amount to $579,763,600, a decline of 24 per cent when com- 
pared with the first five months of last year. 

New contemplated work reported during the month amounted to 
$255 983,400, a decline of 36 per cent from the preceding month and 


4 per cent less than the total reported for May of last vear. 











JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Watches.—Ingersoll line plain dials, 
$1.02 each net; Eclipse, $1.67; Junior, 
$2.17; Midget, $2.17; Wrist, $2.33; 
with’ radiolite dials, Yankee, $1. 50; 
Two in One, $1.67; Eclipse, $2.17: 
Midget, $2.50; Wrist, $2.67; Water- 
bury Chromium, plain dial, $3. 33 each 
net; radiolite dial, $4. New Haven 
line. Tip Top, $1 each net; 
radium, $1.48. 

Wrist Watches.—Ingersoll, plain 
metal dial, $2.33 each net; Radiolite, 
$2.67; Mite, $4.33; New Haven, plain 
dial, $2.29; radium, $2.62. 


plain, 


WATER HEATERS.—A slight decline 
has been made in one of the best sell- 
ing water heaters. It now costs the 
retailer $24 each net, contrasted with 
$25, heretofore. The tank alone now 
costs $7.20, and the pump $1.80. 


WINDOW GLASS.—Some of those re- 
tailers, who evidently have been watch- 
ing developments at Washington close- 
ly, are buying window glass. They 
believe that the new proposed tariff 
rates affecting imported glass will re- 
sult in higher prices for domestic stock. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Window Glass.—Third quality, sin- 
gle B bracket, 88 and 5 per cent dis- 
count. All other singles, 88 per cent 
discount. Double B and all sizes, 87 
per cent discount. 


BUTTS.—Prices are being maintained 
as jobbers continue to quote 3% by 3% 
steel butts at 1614 cents per pair in case 
lots and at 18% cents for less than case 
lots. The demand is fair, due probably 
to the fact that large orders were placed 
during recent price competition and av- 
erage stocks are adequate. 

BOLTS AND NUTS.—Sale is normal, 
with prices unchanged. Stocks are in 
good condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Carriage bolts, 55 off list. Case 
lots, 60 per cent off list. 

Stove bolts, 80 per cent off list. 

Machine bolts, % by 6 and smaller, 
50 and 60 off list; larger to 1 by 30, 
50 per cent off list; 1% to 1%, 30 off 
list. 

Coach screws, 55 off list. Case lots, 
60 per cent off list. Stepbolts, 50 per 


cent off list. 

FANS, ELECTRIC. — Demand is 
strangely irregular. Orders come in 
spurts. Aggregate business this sea- 
son is excellent. Because of the vari- 
ance in first quality types and brands 
we quote here only competitive grades. 
Stocks are fairly good in most sizes. 
All prices are fairly steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Comparative grade, 8 in., $3.15 each; 
in case lots, $3.00 each; 9 in., $3.85, 
and in case lots, $3.67 each; 10 in., 
$4.90 each, in case lots, $4.67; 16 in., 
$11.00. Above are non-oscillating. 10 
in. oscillating model is $7.00, and in 
case lots, $6.67 each. 


FLY SWATTERS.—Steady sale and 
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likely to increase. Stocks are in good 
condition. Prices are expected to con- 
tinue without change. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Fly swatters, rubber, flexible, 14 
in. overall, 24 in display carton, 6%4c. 
each; Kant-Mis, black wire cloth, 12 
mesh, tinned wire handle, $6.75 per 
gross in gross lots, $7.00 per gross in 
half gross lots. Black Hawk, 5 3/5c. 
each; $7.75 per gross. 

FREEZERS, ICE CREAM.—Demand is 
getting started. Current business light, 
but improvement expected with con- 
tinued warm weather. Prices will prob- 
ably hold throughout the entire season. 
Stocks are in good condition. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Acme, all metal, 2 qt. size, bright 
galvanized tapered, $8.00 per doz., 
same enameled-galvanized, $10.00 per 
doz.; 4 qt. size, enameled-galvanized, 
$18.00 per doz., and 1 pint size, 
Junior, ename led, $4.80 per doz. 
These prices are NET. 

Auto Vacuum, No. 1, $2.33 each; 
No. 2, $2.67 each: No. 3, $3.33 each, 

No. 4, $4.00 each. Prices are 
7. 


Casco Effortless freezer, $2.67 each, 
JET. 


Everybody's Vacuum Freezer, gray 


enameled, 1 pint, $3.50 each; 1 qt., 
$4.50 each; 2 qt., $6.00 seats 3 qt., 
$7.00 each; 4 qt., $8.00 each. These 
prices are LIST and subject to a 


dealer’s discount of 30 per cent. 


Peerless cottage special, 2-qt. size, 
$1.50 each, NE 

White Mountain, 1 qt., $2.43; 2 qt., 
$2.83; 3 qt., 3.38; 4 qt., $4.13; 6 qt., 
$5.23; 8 at., "$6.75: 10 qt., $9.00; 12 qt., 
$10.78; 15 qt., $12.80; 20 qt., $16.60. 
These prices are EACH and NET. 


GARAGE SETS.—Sales are fairly good, 


with prices the same. Jobbers quote 
$2.40 for one or more sets; $2.25 for six 
sets or more; and $2.10 for 18 sets or 
more. Stocks are satisfactory. 


JUVENILE VEHICLES.—Fairly ac- 
tive. With schools closing in a few 
days the trade expects a substantial in- 
crease in the demand. Prices are the 
same. 

JOBBERS'’ oe wit VOR: RE- 


TAILERS, F.0O.B. NEW Y 

Child’s garden sets with 18 in. 
handles. Set No. 1, 10c. each; No. 
6, 17c. each, and No. 9, 30c. each. 

Arcade toy lawn mower, No. 564, 
55c. each. In lots of 12 or more, 50c. 
each: No. 565, 85c. each, in lots of 
12 6f more, 75c. each 

Bissel’s toy carpet sweepers, Lit- 
tle Helper, 16%c. each; Little Gem, 
31%c. each; Little Jewel, 8314c. each; 
and Bissel Junior, $1.3314 each. 

Velocipedes, No. 840, $5.95; No. 841, 
$6.55; No. 842, $6.90, and No. 843, 
$8.15 each; No. 850, $7.50; No. 851, 
vt No. 852, $8. 15; No. 853, $9.70 
each. 


Sidewalk cycles, No. 900, $9.40; No. 
910, $10.65 each; No. 922, $17.50, and 
No. 932, $17.50 each. 

Coaster wagons, No. 750, $1.80 each; 
No. 751, $2.25, and No. 761, $3.25 each. 


LAMP CORD.—Steady sale, though not 
a heavy volume at the present time. | 


| 
| 
| 
| 
| 


| LANTERNS.—Business 


white, brown, oak tan, white with 
marker, brown with marker, and oak 
tan with marker, 500 ft. on a spool, 
$4.25; 18 ga. 1/32 cotton twisted lamp 
cord; green and yellow, 250 ft. on a 


spool, $12.50; 18 ga. black cotton re- 
inforced cord, 250 ft. on a _ spool, 
$16.50; 18 ga. cotton covered heater 


cord, 250 ft. on a spool, $16.50. 


is only fair, 


with prices very firm. Stocks are in 


| good condition. 





Prices are well maintained and stocks 


appear adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Lamp cord, prices are per 1000 ft.: 
18 ga. 1/32 silk covered lamp cord, 
brushed brass, white, maroon, old 
gold, green and brown, 500 ft. on a 
spool, $12.40; 18 ga. 1/64 silk covered 
lamp cord, maroon, old gold, old 
brass, white, green and brown, 500 ft. 
on a spool, $9.50; silk covered twisted 
lamp cord, white only, 250 ft. on a 
spool, $13: 18 in. 1/64 cotton covered 
lamp cord, maroon, white and dark 
brown, 500 ft. on a spool, $8.30; 18 ga. 
1/32 cotton covered lamp cord, green, 
white, maroon, oak tan and dark 
brown, 500 ft. on a spool, $10.75; 18 


ga. 1/64 cotton single conductor, wire 








JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Lanterns, Hy-Lo, $7.50; Victor, 
$8.00; Monarch, $8.00; Buckeye Dash, 
$14.00; Junior wagon, $17.25; Watch- 
men’s Mill, $25.00; No. 2 Blizzard, 
$39.00, and No. 30 Beacon wall, $37. 
Prices are per dozen and subject to 


special allowance of 25 cents per 
dozen on shipments of 3 dozen or 
more at one time. 

Lantern display stand, $4.00 each, 


with lantern assortment, $14.00 each. 


NAILS.—Business is moderate, with 
prices fairly even. Stocks are ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK 

Common wire nails, bright, 4d, "$4.45 
per keg; 6d, $4.10 per keg; 8d, $4.05 
per keg; 16d, $3.95 per keg; 20d, $3.85 
per keg: common wire nails, galvan- 
ized, 4d, $6.95 per keg; 6d, $6.70 per 
keg; 8d, $6.55 per keg, and 10d, $6.45 
per keg. 

Wire box nails, smooth, 4d, $4.65 
per keg: 6d, $4.30 per keg; and §&d, 
$4.15 per keg. Wire finishing nails, 
bright, 4d, $5.15 per keg; 6d, $4.55 per 
keg; 8d, $4.30 per keg. and 10d, $4.20 
per keg. Wire finishing nails, gal- 
vanized, 4d, $7.65 per keg; 6d, $7.05 
per keg: 8d, $6.80 per keg, and 10d, 
$6.70 per keg. 


ROLLER SKATES.—As in the case of 
general juvenile vehicles, it is likely 
that the demand for roller skates will 
improve with the closing of schools. 
Prices are being maintained. Stocks 
are ample. 


JOBBERS’ QUOTATIONS 7. RE- 
TAILERS, F.O.B. NEW YOR 

Roller skates, Union line, 
web heel and toe straps, 
rolls, 72c. per pair: same with toe 
clamps and web heel, 78c. per pair; 
same for boys with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: 
2%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each: cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100, and toe clamps, 12c. per 


ae nsion 
plain steel 


Keys, 


pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair; ee line, 
for boys or girls, 85c. per 

Chicago line, No. 181, $2.65" o. 183, 
$2.75; No. 185, $2.75; No. 1 91133: 


and Nos. 103 and 105, $1.38 per pair. 
SOLDER.—Bar solder is fairly active 
at 32 cents per Ib. Strip solder is sold 
at $2 per 5 lb. box. Stocks are satis- 
factory. 


SCREENS, WINDOW.—Becoming 
more active each warm day. Aggre- 
gate business this year looks very good. 
Prices appear very steady. Stocks have 
been adequate to date. 

JOBBERS’ ra ee ar: RE- 


TAILERS, F.O.B. NEW YO 

Continental window screens: No. 
1533, $4.10 per doz.; No. 1833, $4.60 
per doz.; No. 2433, $5. 2. per doz.: No. 
2437, $5.80 per doz.; No. 2833, $6.45 
per doz.; No. 2837, $6.80 per doz.; No. 
2841, $7.30 per doz.: No. 3033, $6.75 
per doz.; No. 3037, $7.45 per doz.; No. 
3045, $8.45 per doz. 

Galvanized window screens: No 
1533G, $4.25 per doz.; No. 1824G, 
$4.35 per doz.; No. 1833G, $4.80 per 
doz.; No. 2433G, $5.75 per doz.; No. 
2437G, $6.10 per doz.; No. 2837G, $7.15 


per doz.; No. 3037G, $7.85 per doz.; 
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No. 3045G, $8.85 per doz.; No. 3637F, 
$9.30 per doz. 

Window screen frames: No. M3636, 
a 05 per doz.; No. M3684, $8.75 per 
doz. 

Diamond E window screens, gal- 
vanized wire cloth, 14 mesh, No. 1, 
$7.20 per doz.; No. 3, $9.60 per doz.; 
No. 4, $10.40 per doz.; No. 6, $11.20 
per doz.; No. 7, $12.40 per doz. 

Diamond E ’ with golden bronze 
wire cloth, 16 mesh; No. 11, $10.80 
per doz.; No. 13, $13. 60 per doz.; No. 
14, $14.80 per doz.; No. 16, $15.60 per 
doz.; No. 17, $16.80 per doz. 


SCREEN DOORS.—With the window 
screens, the demand has been very good 
each warm day. Prices are not ex- 
pected to change. Stocks appear in 
good condition. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Net 


Continental Screen Doors, 
prices: No. 241, 2,6x6-6, $1.61; 2, 8x8- 8, 
$1.68; 2,8x6- 10, -70; 2,8x7, $1.72; 
2,10x6-10, $1. 78; 3x6-8, 2, 10x7, $1. 80; 
3x7, $1.85; No. ; 
» a 78; 


AT 


2,6x6-6, $2.19; : 

$2.32, 2,8x7, $2.33; 2,10x6-10, $2.36; 
3x6-8, 2,10x7, $2.40; 3x7, $2.48; No. 
313, 2,6x6-6, 2.17; 2,8x8-8 2.26; 
2,8x6-10, $2.29; 2,8x7, $2.31; 2,10x6-10, 
$2.33; 3x6-8, 2,10x7, $2.37; 3x7, $2.44; 
No. 314, 2,6x6-6, $2.28; 2,8x8-8, $2.39; 
2,8x6-10, $2.40; 2,8x7, $2.43; 2,10x6-10, 
$2.48; 3x6-8, 2,10x7, $2.51; 3x7, $2.57; 
No. 457G12, 2,6x6-6, $1.87;  2,8x8-8, 
$1.98; 2,8x6-10, $2.00; 2,8x7, $2.03; 
2,10x6-10, $2.09; 3x6-8, 2,i0x7, $2.12; 


$2.30; No. 545G14, 2,6x6-6, $3.52; 

$3.65; 2,8x6- 10, $3.70; 2,8x7, 
; 2,10x6-10, $3.79; 3x6-8, 2,10x7, 
: 3x7, $3.96; No. 555G14, 2,6x6- 6, 
2,8x8-8, $4.25; ; 
$4.32; 2,10x6-10 
. $4.45; 5 
, $2.00; 
; 2 8x7, 2 
3x6-8, 2,10x7, $2.24; 
381G14, 2, 6x6- 6, $2.71; 
2,8x6-10, $2.87; 2,8x7, $2.90; 
$2.96; 3x6-8, 2,10x7, $2.99; 
8 


Combination screen and storm doors 
complete. Net prices: No. 8/O, 2,6x 
$4.93; 2,8x8-8, $5.08; 2,8x6-10, 
2,8x7, 2,10x6- 10, $5.28; 
2,10x7, $5.32; 3x7, $5.42; No. 
i, 2,6x6- 6, ; 2,8x8-8, ‘$5.98; 
2.8x6-10, $6. 20; 2,8x7, $6.27; 2,10x6-10, 
$6.50; 3x6-8, 2,10x7, $6.55; 3x7, $6.70. 


SCREWS.—Demand is normal. Local 
stocks are in good condition and prices 
are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Wood screws, flat head, bright iron, 
41-10-10; round head, blue, 40-10-10; 
round head, iron, nickel plated, 2714- 
10-10; flat head, ee 20-10-10; 
flat head, brass, 3214-10-10; round 
head, brass; 2714 -10- -10. These dis- 
counts apply to new standard screw 
lists. 

Machine screws, flat and round 
head, brass, 60 per cent discount. 

Iron, 60-74% per cent discount. 


SEASONABLE GOODS.—Lawn goods 
are particularly active, but the demand 
for the heavier or garden items has 
been somewhat lighter in the past ten 
days. On the warm, bright days the 
demand for this genera] line averages 
very good, but on the rainy and cloudy 
days there is practically no demand. 
Prices have been fairly steady. 


JOBBERS’ QUOTATIONS a. RE- 
TAILERS, F.0.B. NEW YORK 


3x7, 
2 ,8x8- 8, 


3x7, 


Cultivators 


cultivator, adjustable 3 
steel prongs, malleable iron 
enamel finish, 4 ft. ash han- 
dles, 60c. each; same with 5 forged 
steel adjustable prongs and 4% ft. 
ash handle, 85\%4c. each. 

Packed 6 in a bundle. 


Floral 
forged 
socket, 














HARDWARE AGE for JUNE 20, 1929 











ESS THE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS. 53 


MAN’S BEST FRIEND 


Senator George G. Vest of Missouri, in a 
speech delivered in 1870, successfully de- 
fended the good name of a dog against an 
accusation of sheep killing. Unquestion- 
ably this speech is the most glowing tribute 
ever paid to man’s most faithful com- 
panion. It is one of the gems of the 
English language. 























One of our good friends, F. H. Wielandy 
of St. Louis, suggested that we have a pic- 
ture painted illustrating the famous words 
of Senator Vest and to portray the deep 
attachment a man feels for his dog. We 
approved of the idea so heartily that Lynn 
Bogue Hunt, dog -lover, sportsman and 
well known artist, was commissioned to do 
the work. The Remington hanger shown 
on this page in black and white conveys 
some of the beauty and sentiment of the 
painting but you should see the reproduc- 
tion in full color. It is truly a work of art. 



























It is now almost two years since we began 
these Weekly Letters to dealers. The many 













replies we have received show that these hangers. Just write to, our Advertising 
Remington messages are read and appre- Department, 29 Warren Street, New York. 
ciated. This is particularly gratifying Better order yours now while the supply 
to us. 
lasts. 

Now that we are all here and friends, we PCBY/PELE 
would like to send you, with our compli- 4 
ments, one of the “Tribute to a Dog” President 





REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 






C 1929 R.A.Co. 
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Garden Hoes | Five per cent off all prices on ers, 14 in. diameter, 24 in. length, 
| spring goods in bundle lots. $8.55 each; 18 in. diameter, 24 in. 
Ladies’ garden hoes, 5 in. forged | length, $10.15 each. 
steal blade, solid shank, 4 ft. handle, Hedge Shears Roller bearing rollers, 24 in. di- 
c. each. | , e 2 
Meadow hoes, forged steel blade, 19 One serrated edge and one knife in aa —_ Rg $056 
gage, polished and bronzed socket | edge. Forged steel handles with each 4 
shank, 4% ft. handle, 87%c. each. grips. Tempered steel blades, 6% in., ’ 
Nursery hoes, forged steel blade, $1.83 each; 7% in., $2.00; 8 in., $2.17; Steel Rakes 
polished and bronzed, solid shank, 9 in., $2.33; 10 in., $2.67. 
4% ft. handle (ash), 7 in. blade, Ash handles with riveted tongs, Light weight, black finish, ash 
811%4c. each. } fastened with bolt, 6% in., plain, 90c.; handle, 12 teeth, 46c. each; with 14 
Onion hoes, square top, polished 7 in., notched, $1.30; 8 in., notched, teeth, 50%c. each; with 16 teeth, 
forged steel blade, 7 x 1% in. bronze | $1.40; 9 in., notched, $1.50. 54%4¢. each, . 
finish, 4% ft. handle, 8114gc. each. | Medium bronze finish, straight 









Manure Forks teeth, 5 ft. ash handle, 12’ teeth, 77c. 
each; 14 teeth, polished, 83%4c. each; 
16 teeth, 87%c. each. 

Steel bow rakes, curved teeth, pol- 
ished bronze head, 5% ft. ash handle, 
16 teeth, $1.10 each; with 14 teeth, 


| 
Garden hoes are packed 12 in a 
bundle. 
| 






Strapped ferrules, oval drop forge -d 
tines, selected D ash handles, 4-12 in. 
tines, bronze finish, $1.71 each. Same, 
6-12% in. tines, $1.891%4 each. 





Warren type hoes, 98%c. each. 
Scuffle type hoes, 8lc. to 92c. each. 
Garden Hose 




















































% in.—in 25 ft. lengths, 9% to 13c.; } Strapped ferrules, drop forged oval 
in 50 ft. lengths, 9 to 12%c. tines, polished and bronzed with 4 ft. $1.01% each. 
ash handles, 4-12 in. tines, $1.57% Rakes packed 6 in a bundle. 
Grass Hooks cach. Same with 5-12% in. tines, 
” 891% each. ‘ini i 
_ No. 22 — Tempered steel blade. Heavy millor street forks, strapped TIRES AND TUBES. Demand ” 
5 ae Pp I he 3 High ferryles, bronze finish wood D han- slightly heavier and should continue to 
avO>7 42-— EnNglis > » dle of , 5 in. - ines, 3 . 5 
grade steel blade, natural finish, sei7 cach.” An ot ane cena Myo show improvement with the warm 
polished back and edges, 58c. each. are packed 6 in a bundle. weather. Prices are the same. Local 
No. 385—Tempered steel blade. hol ] k 
Rubber back and green enamel fin- Mester Mees wholesale stocks are adequate. 
ish, wit »lack enamel handle, 35c. . 
No. 33—Offset patterns. Forged Polished forked, steel blade, bronze TALEND F. oe ay a a2. RE- 
from bar tool stock. Riveted hard- finish, solid shank, 6 ft. ash handle, 
wood handle and _ polished blade, 9 in. blade, $1.09 each. Same with Mansfield tires, 4 ply balloon type, 
42'c. 2 holes and 10 in. polished steel blade, 29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 
No. 43—Offset pattern with green $1.09 each. $8.25; tubes, $1.60; 29 x 4.75, 55; 
painted ‘blade, 331%4c. each. Mortar hoes are packed 12 in a tubes, $1.70; 29 x 5.00, $9.90; tubes, 
—- a Offset pattern. 5 ~ nate bundle. $1.75; 30 x 5.00, $10. 20; tubes, $1.80; 
stee yiade wi polisnec ace an 
forged steel shank attached to blade Potato Hooks 300. $1 ts." da Cx Oe x 9 25, 
wit yo bolts. C zatec 11.10; tube: 
oe It orrugated handle, Solid steel goose neck, black and so Sl ieee. A 855 ze x 5. rH as edd 
gold finish, 4% ft. handle, 5 round ubes, 74- x a 
Hay Forks tines, $1.02% each. Same, with bent oe: 29 x 5.50, $12.65; tubes, $2.25. 
head, polished and bronze finish, 4 Same, 6 ply, 31 ~ 5.25, $14.70; tubes, 
Strapped ferrule, selected ash han- angular black tines, 96% each. $2.05; 30 x 5.50, $16.05; tubes, $2. 7~ 
d'es. bronzed and polished, 3 oval 12 These are packed 12 in a bundle. 30 x 6.00, $16. 15; tubes, : 
in. drop forged tines, with 5 ft. bent 6.00, $16.65; tubes, $2.30; 32 x 6.00, 
pane. gg ; ae. and with 6 ft. Rollers — nese $2.40; 33 x 6.00, $17. 55; 
vent handle, $1.39 each. WDE, 96.90 
Hay forks are packed 12 in a Welded steel drums, green painted Tire display racks, $10.00 each. 
bundle. with red handles. Plain bearing roll- Prices in all instances are each. 









Chicago Dealer Holds Successful 9 Cent Sale 


INE cents was the top price— 

in fact, the only price for hard- 

ware and housewares offered 
in a sale recently conducted by Richard 
Hesse, proprietor of the Hesse Hard- 
ware Co., division of Ace Stores, Inc., 
5830 N. Clark Street, Chicago, III. 

As can be seen from the window 
display photograph reproduced here- 
with, Mr. Hesse grouped a wide va- 
riety of hardware and housewares in 
lis display window with a prominent 
sign that any and all articles could be 
purchased for 9c. 

Customers in limousines, in Fords 
and on foot came to the Hesse store 
to take advantage of the sale. Some 
of the merchandise on display was 
purchased solely for the sale, while 
other items were selected from slow 
moving stock. The majority of goods 
in the sale was disposed of without dif- 
ficulty and Mr. Hesse reports that his 
regular stock at full retail price moved 
in far greater volume during the pe- 
riod of the sale than normally, due 
to more people entering the store. 
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21 doors, each 3 x 20 feet, 

separate this 63 foot open- 

ing between auditorium and 

slage-gymnasium in the 

Roosevelt School, Topeka, 
-ansas. 
































These doors can be quickly, 
quielly, smoothly opened 
and closed by a ten-year old 
child, thanks to FoldeR-Way 
and R-W engineering. 

















FoLDER-WAY 
High, wide and handsome folding partitions- 


or all types of partition door in- 
stallations. No matter how high 
or wide the opening may be, standardize 
on R-W equipment and be sure of con- 
tinuous trouble-free performance. 


** Quality leaves 
its imprint” 


The beauty and smooth opera- 
tion of R-W Compound Key 
Veneered doors are lasting. 
Sagging, warping, swelling, 
shrinking, are practically elim- 
inated by tongue and groove 
method of applying veneer. 
These famous doors are now 
made exclusively and sold only 
by R-W for FoldeR-Way 
partitions. 


R-W FoldeR-Way partition equipment 
folds and slides large doors to either side 
...- smoothly, quietly and with the least 
effort. Engineered to save space and meet 
every architectural need. 


Feel free to consult the R-W engineer- 
ing staff at any time regarding any door- 
way problem. No door is too large or too 
small for R-W Service. Send today for 
illustrated Catalog No. 43. 


Specially designed 
bottom roller for 
FoldeR-Way doors, 
beautiful brass fin- 
ish or dull black. 


New York . AURORA, ILLINOIS, U.S.A. . . . . Chicago 
Boston Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans Des Moines 
Minneapolis Kansas City Atlanta Los Angeles San Francisco Omaha_ Seattle Detroit 


Montreal - RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. Winnipeg 
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The Business End of This Perfect Bit Is 
“*Hickory-Tested !” 


Russell Jennings Bits receive a sterner 
test than micrometer accuracy. Each 
one has to bore its way through a 
tough block of hickory before being 
allowed to go out and uphold the rec- 
ords which Russell Jennings Bits have 
held for over 75 years. Here are the 
reasons for Jennings’ quality: 


], Extension lips filed thin for clean 
* cutting. 

2, Spurs of compass-like accuracy. 

3 Feed screws with clean, sharp 
* threads. 

4. Sharp cutting edges that stand 
* up. 

5 The “double twist” . . . a success 
* for 75 years. 

6 Throat shaped for ample chip 
* clearance. 

7 & The full name that identifies the 


genuine. 


You can sell the genuine (with the full 
mame stamped on the round) with full 
assurance of good will and liberal profit. 


Russell Jennings Mfg. Co. 


Chester, Connecticut 











The Merchandising Manager 
(Continued from page 27) 


changes to the prospective buyer. He would also be 
very interesting to a buyer of any department store or 
retail store, and, of course, he would know how to in- 
struct the traveling salesmen in selling these goods. 
Men like this are interesting, because they know mer- 
chandise. They never bore a customer or a salesman. 
The ability to become a great merchandiser is rare, and 
even when a man has the peculiar kind of mind to suc- 
ceed in such a position, he also requires many years of 
past experience. That is why today real Merchandising 
Managers are drawing the largest salaries of any class 
of employees in business. In case after case, with which 
I am familiar, the Merchandising Manager of a house 
draws a larger salary than any of the other executives 
of the company. He is paid for a particular and special 
instinct in business, also for his knowledge, and every 
great business institution today has come to recognize 
the value of such a man in guiding the buying and sell- 
ing plans of their organization—in other words, the 
know-how. 


He Put In Tool Cases 


(Continued from page 25) 


“Not a bad system,” agrees the visitor, with book- 
keeping in mind. 

“Yes, I work all day and half of the night—double- 
entry.” 

Anyhow, such a program is congenial to him. He 
likes the hardware business. Plainly the hardware busi- 
ness likes him. Since he and his wife have no children, 
hardware is their principal pastime. He is 54 and has 
heen at it from the time he was 15. No wonder his 
wrapping of a nail package looks like a sleight-of-hand 
trick. Most of his actions are rapid-fire. 

“If goods are shown off right, they almost sell them- 
selves.” That has been said before, in substance, but in 
this case the axiom comes right out of this merchant’s 
own experience ; hence it is just as “original,” essentially, 
as if he had been the first to put it in words. 

“Bob” Armstrong belongs to the selling breed. He 
has served his time at selling stoves on the road, five 
years with one line and five with another. Naturally he 
knows the value of personal, word-of-mouth salesman- 
ship. 

Yet he readily concedes that merchandise, when intel- 
ligently exhibited will, if an actual or potential prospect 
is anywhere around, move that prospect to buy. 

“Show it and sell it; hide it and keep it.” Every 
seasoned merchant knows the truth imbedded in that as- 
sertion. It deserves to become a proverb of modern 
merchandising. “Bob” Armstrong knows it and it 
doesn’t hurt his pride as a selling man to make the 
acknowledgment. 

Between Kansas City and Joplin there is probably no 
better showing and selection of mechanics’ tools than 
are to be found in that department of the Armstrong 
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store. Carpenters from many miles around come here 
to “look ’em over” and buy their needs. 

Nearly two thousand dollars’ worth of such merchan- 
dise is stocked throughout the year. That represents 
six or seven per cent of the whole Armstrong stock. 
This generous allotment to mechanics’ tools indicates 
what “Bob” Armstrong thinks of their place in the hard- 
ware scheme. 


I: professional and amateur mechanics in that section 
of western Missouri and eastern Kansas regard this 
store as a kind of Mecca for mechanics’ tools—and scores 
of them do—it is just another case of nature taking her 
inevitable course, with the added circumstance, in this 
instance, that Merchant Armstrong gives that Vigorous 
Old Lady a lot of well-thought-out assistance to which 
she always responds. 

Stoves constitute a lively staple in this store; unlike 
some “staples,” it makes money music. Having sold 
stoves to other merchants as a traveling salesman for 
about ten fruitful years, he knows afd likes stoves; 
wouldn’t feel at home without a procession of them 
moving around him. Logically, he reaps the reward—an 
average stove trade that runs to $15,000 a year, or about 
a fourth or a fifth of his annual volume. 

But he concentrates on the minimum number of stove 
lines and sticks to them year in and year out. In this 
department, as in other departments, he shuns endless 
variety, even if he does carry a thirty-thousand-dollar 
stock, over all. “In the stove business, if you try to 
keep a Duke’s Mixture on hand, you’re blown up,” is 
the way “Bob” Armstrong propounds the principle. 
“Concentrate !”” 

“With everybody’s stove on your floor, there’s no way 
to convince your customer on the merit of any particular 
stove,” he says. “Handle a good selection; keep it well 
sampled ; then push your stove line as though it were the 
best on earth, which, for the purpose, it should be.” 

What does the Armstrong stove record show? 

Well, in 1924, the year after he made Nevada his home 
and headquarters, he sold 167 stoves and ranges; in 
1925 he moved 170 stoves and ranges and 49 oil stoves; 
in 1926 he placed exactly the same number of stoves and 
ranges and 63 oil stoves; in 1927 his figure on stoves 
and ranges ran up to 226, plus 53 oil stoves; in 1928 he 
sold 183 stoves and ranges and 39 oil stoves. 

These are statistics right out of his stove book. By 
the middle of May, 1929, he had moved 37 stoves and 
ranges and 17 oil stoves, with the best months to come, 
of course. Thus in less than five and a half years 1174 
stoves of all sorts and sizes “flowed” through the Arm- 
strong establishment ; that’s retailing in terms not easy 
to match. 

And lawn mowers! So much rain in 1929 has made 
it a bumper lawn mower year, as the whirring of the 
wheels in any lawn mower plant has been testifying. In 
this case, at any rate, the weather man has been on the 
hardware man’s selling staff. But “Bob” Armstrong 
has managed to make every year a good lawn mower 
year. 

For twenty years, including the time he served as a 
retailer in Fort Scott, he has sold the same line of 

(Continued on page 56) 





All you can possibly 
seek in sturdy, prac- 
tical quality, precise 
uniformity and su- 
perior finish—is em- 
bodied in the entire 
line of GRIFFIN Hinges 
and Butts. 7 +7 7 7 


ERIE, PENNSYLVAN'IA 


ranch Offices__, 


on, 76 Batterymarch 
San Francisco, 703 Market St. 
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Beating the Chain Store 


claw of which would slip along and pull 
the head off a hard driven nail instead 
of gripping the nail and pulling it out. 
He could point out that a good nail ham- 
mer would last a lifetime and that the 
difference in price would amount te only 
seven cents a year, which would be hard- 
ly worth considering even if the cus- 
tomer used it only occasionally during 
the next ten years. Perhaps the cus- 
tomer would be better suited with a 
larger or a smaller size which the hard- 
ware man would have to supply him. 


People Buy What They Want 


The most effective appeal, however, 
would probably be to the purchaser’s 
pride. The hardware man could point 
to the name on the hammer he had for 
sale, explaining that that name was a 
hall-mark of quality which anyone who 
knew hammers would recognize. It is 
in this character of appeal that I be- 
lieve hardware salesmen in recent years 
have been most lacking. We hear that 
mechanics do not take the pride in their 
tools that they used to have. How much 
of this is due to the hardware salesman 
himself? Many hardware salesmen act 
as if they thought no one bought hard- 
ware unless he was under the unfortu- 
nate necessity of having to do so and 
that then he wanted the cheapest article 
that would serve his purpose. And yet 
these same customers will buy radios, 
washing machines, ice-making refrig- 
erators, and numerous other articles, 
not because they have to have them, but 
because they want them. The hardware 
man should make his customers want 
good hardware by appealing to the same 
motives as make them buy the things 
they do not actually need. One impell- 
ing motive is pride of possession. A 
housewife or a farmer can be aroused 
just as readily to take pride in her kit- 
chen utensils or his set of tools, as in 
anything else they buy. Salesmanship, 
making people want certain articles, 
has made us eat more oranges and 
raisins or even yeast. Salesmanship by 
the paint industry in their “Save the 
surface” campaign has largely increased 
the sale of paint as everyone knows. 
The hardware salesmen should study 
the pleasurable uses to which hardware 
can be put. The desire to make some- 
thing is at least dormant in every man 
and boy. Suggestions of things that 
can be done and praise of the beauty or 
efficiency of the things to do them with, 
will help many sales. 

There is another advantage which 
the hardware man has over any kind of 
a store that does not specialize in hard- 
ware and that is in his ability to select 
for his customer what he needs for 








(Continued from page 32) 


some particular piece of work. 
a customer will know what he wants to 
do but not how to do it. The hardware 


Often | 


man who knows his stock can suggest | 


to that customer what he needs. 
think of no line in which technical in- 
formation is more helpful to the cus- 
tomer than in hardware. Not long ago 


I witnessed an incident that impressed | 


upon me how important a factor that 
is in hardware retailing. I was waiting 
in a hardware store while the proprietor 
was serving a customer. To begin with, 
the customer did not know what he 
wanted; he wasn’t even sure he could 
find anything at all. His garage door, 
it seemed, needed repairing, and a car- 
penter had quoted him a price of $5.00 
for the job, and this seemed to him a 
bit expensive for so small a piece of 
work. He described the damage to the 
hardware man and mentioned some 
measurements he had taken. He won- 
dered whether there were any pieces of 
hardware he could buy with which he 
could do the job himself. The hard- 
ware man asked a question or two, se- 
lected some angles and nuts and bolts 
from his stock, laid them out on the 
counter and explained very carefully 
to the customer just how to apply them 
on the job. The whole thing didn’t cost 
the customer fifty cents ! 

Could the customer have gotten con- 
structive help like that in a chain store 
or from a mail order catalog? Service, 
technical knowledge and helpful advice 
to customers are the independent hard- 
ware dealer’s big merchandising advan- 
tages—and they are the very things 
which the chain store does not and can- 
not afford to supply across the counter ! 
This is a real service and it is this kind 
of service we mean when we speak of 
the “MORE THAN PRICE TAG 
VALUE” that the experienced hard- 
ware man can offer his customer. 


Keep Cheap Articles But Sell Good 
Ones 


The hardware man who wants to beat 
the competition of chain stores or drug 
stores or grocery stores who handle 
hardware items as a sideline should do 
like the saloon-keeper of by-gone days 
in New York State, who kept a sand- 
wich to comply with the law in order 
to sell beer. No one was expected to 
take the sandwich which was served to 
customer after customer. The hard- 
ware man might find it advisable to 
show his customers that he had cheap 
unknown merchandise at competitive 
prices provided he has enough selling 
ability to keep these articles while he 
sold the better grades that would give 


I can | 














satisfaction to his customer and make 
a profit for himself. Even the depart- 
ment stores and the chains themselves, 
when they have a bargain leader, limit 
the sale of it to 10 per cent of the sales 
of that class of article. This takes high 
merchandising ability. It is a danger- 
ous game for the average hardware 
man to play. 
Banking on Quality 

I made it a special point on a recent 
trip through the middle west to stop off 
in a certain small city and call on a 
hardware retailer I knew there. I had 
not seen this man for several years, 
although I had heard from him occa- 
sionally in connection with trade con- 
ventions, and I was anxious to see what 
he was doing to compete with the mass 
distributors. I remembered that in the 
old days he had been very aggressive 
along the line of “specials” and “bar- 
gain sales” and that sort of thing. He 
had never been a cut-price man, but 
on occasion he would make use of what 
the chains and mail order houses now 
call “loss leaders.” I was anxious to 
see how he was handling his merchan- 
dising work in face of the intense com- 
petition I knew he had in his town from 
two big chain store organizations. 

His display windows told me little 
about his price policy. There were two 
very attractive and timely displays in- 
cluding several well-known standard 
lines of hardware, but while prices were 
plainly marked, there was nothing of 
the bargain or price-inducement ele- 
ment about them. Inside, his stock 
displays featured only high-grade stand- 
ard items—all good, quality merchan- 
dise, but so far as I could ‘see, not a 
price leader in the place. 

When I got talking to the dealer I 
asked him how he was doing in the price 
battle with his chain competitors. He 
assured me that he was in no such bat- 
tle, that he carried a small stock of 
cheap items as an accommodation to 
customers who asked for them, but that 
he never displayed them or pushed them 
in any way. He had discovered very 
early that he could not build business 
fighting the chains on price, but that 
they did not even try to compete with 
him on quality and knowledge. Con- 
sequently, he concentrated on quality 
merchandise, with the result that he 
very promptly increased his dollar vol- 
ume and his net profits. 

It has been the actual accomplish- 
ments of that dealer and many others 
like him that have confirmed my opin- 
ion that the future of the independent 


(Continued on page 60) 
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Both laboratory and simulated wind load tests have conclusively proven 
Sweet's Steel Posts the strongest sections on the market: Hundreds of 
thousands of these posts are now being used for fence, signs and other 
purposes in all parts of the country and they are rendering universally satisfactory service. 


Why not sell Sweet's Steel Posts to your customers? Write for dealer proposition and samples today. 


SWEET’S STEEL COMPANY : WILLIAMSPORT, PENNA. 
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Lidseen Oilers 


For Every Requirement 


These oilers are built to last and give perfect satisfaction. 
Are more economical and easier to operate. Will handle 
light oil as well as the heaviest lubricant and in any tem- 
perature—either one drop or a heavy stream. Made of 


heavy steel and all welded. 


JIONVH ONY 
iNOdS G307aM 








FORCE FEED PUMP 


PUSH BOTTOM 


SIZES—™% pint to 1% quarts, with 3” to 23” 
spouts. Gun Metal or Heavy Copper Plated finish. 


EVERY OILER GUARANTEED 
Manufactured by 
GUSTAVE LIDSEEN, Inc. 
824-862 South Central Avenue Chicago, IIl. 











The Best is none too good 
SHARK BRAND 
CHISELS and GOUGES 


BEAR THIS TRADE MARK 


Trade Mark 
Beware of Imitations 


Manufactured by 
E. A. Sag Manufacturing Co., Ltd. 
skilstuna, Sweden 


SHARK BRAND CHISELS 


are sturdy and well made and 
craftsmen and lovers of good 


tools appreciate their known 
quality because of their reputa- 
tion. 


Butt Beveled Edge 
Regular Beveled Edge 
Socket and Tanged Chisels 
Common and Half-Round Gouges 


We a full line of 
SWEDISH Made TOOLS and HARDWARE 


Order from your jobber today, or write 
SCANDINAVIAN 


WESTERN IMPORTING COMPANY, Ltd. 
107-109 Lafayette St., New York 


pn late — a te 








Coristine Bids. 
Montreal, Can. 











He Put In Tool Cases 


(Continued from page 53) 


mowers. Active as he is, he’s no hopper, skipper and 
jumper. When he finds a good item, he marries it, so 
to speak, and has mighty little traffic with mercantile 
“divorce lawyers.” His mower is a ball-bearing machine 
and he keeps a cut-out sample of the bearing handy ; this 
he shows and explains to every lawn mower customer. 

He sold three mowers May 21 when the grass was 
growing like hot-bed lettuce. For six years he has 
moved fifty mowers, or better, each year except one. 
This year he “first-ordered” forty. In the lawn mower 
trade his expectations are high and he seldom disappoints 
himself. 


Sp YRTING goods make another bright spot in the 
pleasing Armstrong hardware picture. For instance, he 
gave a $400 order for fishing tackle in advance of the 
1929 season, representing about two-fifths of his year’s 
business in this lively line. 

Guns and ammunition move correspondingly. He 
buys and sells from twenty-five to forty thousand shells 
a year and his gun volume usually overreaches the five- 
hundred-dollar mark. Baseball goods share in this 
Armstrong activity. 

Like a lot of other hardware men, he likes to hunt and 
fish. Within easy reach of Nevada is good hunting and 
fishing territory. A number of hunting and fishing 
clubs center near by, such as the Stultz Lake Fishing 
Club, the Pence Lake Fishing Club, the Katy Allen 
Hunting and Fishing Club, the Izaak Walton Fish Club, 
and others. 

Not long ago he sold seventeen dollars’ worth of hard- 
ware cloth to the Izaak Walton folks for the spillway at 
the foot of their artificial lake just north of the city. 
The region is well provided with lakes. One of them on 
the southern edge of Nevada gets its water from Radio 
Springs. 

Toys are pushed. For “Bob” Armstrong they move 
clear around the calendar. Why stress toys only at 
Christmas time? They sell well at other times, too, and 
this merchant has found it out. High-class toys are 
featured; he is inclined to get away from the cheaper 
goods in this line. He samples wheel goods every month 
of the year. 

Many houses and other buildings in Nevada and vi- 
cinity are painted with paint, inside and out, from the 
liberal Armstrong paint stock. His paint volume seldom 
falls below $5,000. He holds at least one paint demon- 
stration in the store nearly every year. He caters to the 
small-can trade, in which he finds attractive profits. 

Hundreds of women are regular customers at the 
Armstrong paint counter. “They love to paint things,” 
says “Bob” Armstrong, “and we love to sell them paint.” 

Nearly every logical line, be it builders’ hardware or 
bird cages, is sold out of the Armstrong store. Good 
retail salesmanship thrives and bears fruit here. 

For instance, the other day a man and his son, trav- 
eling salesmen, breezed into the store and demanded, 
right off, two padlocks that would secure about three 
hundred dollars’ worth of merchandise which they car- 
ried in their car-trunk. They would have to lock that 
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trunk tight and they would have to have master-keys, one 
apiece. They were taking no chances, and money didn’t 
seem to be much of an object. 

“Here’s the lock you want,” and Salesman Armstrong 
had it out in a hurry. “It has no springs. An expert 
crook could break them. It has a ball tumbler instead. 
No thief, however artful, could break that and he could 
hardly ‘touch’ that chilled-steel shackle with a hack-saw. 
Here’s the pair. I'll master-key ‘em for you.” 

Sold! Two padlocks at $1.85 each and two master- 
keys at 35 cents apiece—$4.40. Alert hardware men, 
of course, are doing the same thing all over the country 
every day, but some hardware men, not so alert, might 
be slower on the trigger and might, for that reason, lose 
the sale. It all tunes in with good practice in the bard- 
ware profession. 

In this style “Bob” Armstrong operates. His store at 
the northeast corner of the public square, looking straight 
at the Vernon County courthouse, is a “hardware em- 
porium,” if there ever was one. Last year he moved five 
carloads of wire fencing. That’s just another detail to 
bear out his reputation as a natural-born hardware 
mover. 

Displaying Wire Cloth 
IRE cloth is difficult to display in an attractive 
way,.so that any method which accomplishes this 
task without needless effort is of interest to hardware 
dealers. Unusual is the way in which the problem has been 
solved successfully by the Oakley Hardware Co., Cin- 
cinnati. A display rack of original design is utilized. 








It consists of four iron posts each of which is imbedded 
in the floor of the store. From each post are eight iron 
projections at various heights. Wire cloth stock can 
be laid horizontally, with each end resting on the iron 
projection of one of the posts. In this way there is 
ample room for the display of twenty-four rolls of 
material. The projections curve upward at the end 
so that the wire cloth cannot fall off the racks. 











HERE IT IS! 


Here you see our “silent 
salesman” —an attractive 
machine display stand. 
Place it in your store—or 
your display window. Con- 
tractors, builders, carpen- 
ters and others who have 
any sawing to do, coming 
in your store will certainly 
see this attractively col- 
ored display stand and in- 
quire about SKILSAW— 
the original portable elec- 
tric hand saw. It helps 
you to sell a saw that’s 
nationally advertised —a 
saw with a REPUTATION 
for safety, speed, power, 
accuracy and durability in 
sawing. Obviously a “best 
seller.” Gives you a quick 
turnover—5 to 6 times a 
year. 


SKILSAW 


An excellent paying prop- 
osition for you. 
Write for full information. 


SKILSAW wc 


Dept. F 


3317 Elston Ave., Chicago, Ill. 














Hardware Dealers Attention 


BUY UNICO BRAND BOTTLE CAPS AND CAPPERS 
DIRECT FROM MANUFACTURERS 


Prices as low as 1lc. per gross. Let us quote you. 





Universal Metal Goods Co. 





Manufacturers Dept. H..A 

Only Crown Caps and Metal Specialties 
High 10300-04 CORLISS AVE. CHICAGO 
Grade ; 
Bottle —— us your prices on bottle caps and 
Caps I PS wc Ne dicd whi wevedktels en seaidewavnceewahaaals 

No MN | 551k b cade etabadwaemieas au dvuosmeukes dads 
Seconds CORO eee 
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A Citrus Fruit Extractor 


A convenient and efficient citrus fruit 


juice extractor is now offered to the trade | 
by Landers, Frary & Clark, New Britain, 


Conn. 

A revolving ridged core forces out the 
juice as the halved fruit is pressed down 
upon it. 





outlet allows a dish or glass to be placed 
directly under it—excluding possibility of 
spilled juice. A strainer in the bottom 
of the hopper bowl, which is made of 
polished aluminum, separates the coarser 
pulp from the juice. 


The position of the hopper bowl | 





There is nothing to get out of order in | 


this product. 
been designed as a time saver. 
hopper bowl and strainer are made of 
aluminum. The frame has a_ green 
enameled finish and the crank handle is of 
ebonized wood. Packed one to a carton, 
weighing 21% Ib. 


Big Fist Line of Shovels 


The Wood Shovel & Tool Co., Piqua, 
Ohio, has introduced to the trade a new 
line of shovels, spades and scoops which 
are of exceptional strength and toughness, 
yet sell at a medium price. 











The mann facturer states that after three 
years of experimenting, preceded by ten 
years of tests, it developed a new heating 
process which makes the items very hard 
and very tough. 

This new line is known as the “Big Fist’ 
line. The shovels have 
“Moly D” grip which is made for a big 
fist with gloves—four inches wide at the 
grip. There is also a patented turned-over 


It is easily cleaned and has | 
The core, | 





the well known | 


step. Attention has been given to shape, 
lift, balance and hang of all the items in 
the line. 





New Wrought Iron Bird Bath 


The new bird bath, illustrated herewith, 
is an attractive and decorative lawn piece, 
part of a complete new line of Metal Kraft 
hammered wrought iron  ready-built 
flower boxes, copying boxes and pedestals 
recently announced by the Essential Prod- 
ucts Co., 3128 Wisconsin Avenue, A-405 
Milwaukee, Wis. 

















The Metal Kraft Bird Bath is artistically 
finished in black Duco with bronze high- 
lighting. The pan is removable and fin- 
ished in jade green; 17 in. in diameter. 
The end of the support is pointed for easy 
driving into the ground. Extends 3 feet 
above the ground when in place. Shipping 
weight, 13 Ib. “ 


The Jiffy Boiler Plug 


A simple and strong repair plug has 
recently been announced by The Jiffy Boil- 
er Plug Co., 9114 St. Clair Ave., Cleve- 
land, Ohio. 

The new and improved Jiffy Boiler 
Plug is smaller, more compact than many 
other plugs and has a great gripping 
power. Its 
sharp chisel point 







in a leak. 
then be tightened 
with a wrench. 


This plug is made of rust proofed steel, 
with a thick rubber washer. The bolt 
head gives the plug a neat and trim ap- 
pearance. 


aids its insertion | 
It can | 


| 


The Wonder Window Washer 


Of interest to the hardware trade is a 


| new patented window washer, manufac- 





tured by the Wonder Window Washer 
Corp., of 31 East 10th St., New York, 
N. Y. This item comes in two sizes, for 
home use and commercial use. As _ its 
name implies, it is a labor saving device, 
designed to do away with the untidiness 
and bother of window washing. 






Felt Wick 






Water Tank 





Socket = 
Handle 






The Wonder Window Washer is made 


| of steel, is rustproof and finished with 


high enamel. It has a self contained water 
tank which permits the water to filter 
through the felt attached to one side of 
the tank when in use. The window is wet- 


| ted by passing the felt end of the washer 


over it. The leveled rubber squeegee on 
the other side of the tank then dries and 
polishes the window. 

The handle is detachable and grooved 


or threaded to permit the attachment of 


a broom or a mop handle, enabling the 
user to reach the high and far corners of 
the window. 

The window washer has also been found 


| useful for cleaning mirrors, tiled floors and 





walls, marble and enameled surfaces and 
other smooth planes besides windows. 





An Automatic Draft Regulator 


A regulator for furnaces which does 
the work of a hand-operated check draft 
efficiently and automatically is now avail- 
able to the trade from Gray Brothers, 
Inc., Plano, Il. 





The Staley Automatic Draft Regulator 
is made of aluminum and operates on the 
balance principle. It is so designed that 
it will maintain a uniform draft on the fire 
at all times by admitting more or less air 
from the basement to the smoke pipe, be- 


| tween the chimney and the furnace. 


With this regulator it is said that fuel 
bills will be reduced and that the efficiency 


| of a heating plant will be increased. All 


parts of the regulator which come in con- 
tact with the smoke pipe are made of alu- 
minium so there will be no rust or corro- 
sion. All moving parts have their bearing 
surfaces outside of the smoke pipe away 
from soot, gas, etc., which might interfere 
with their action. 
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DIAMOND “E” 


All Metal Fly Screens 


When selling DIAMOND “E” _ ass All-Metal Fly 
Screens point out that no matter how often the weather 
changes, there is nothing in DIAMOND “E” construc- 

tion to swell, warp, crack or split 
apart. Both frames and wire 
are of best quality metal. 
All Sizes, RETAIL AT: Galva- 
nized Wire, 90c. to $1.55; Bronze, 
$1.35 to $2.10. 















BUY FROM 
YOUR JOBBER 








R. Murphy’s Stay-Sharp 


CLAM KNIFE 








2%"-3" and 3%” blades. 


The Knife Clam men prefer! It stands the 

hardest usage. Steel stays sharp. Handles 

never slip. Stock the complete line of R. 

Murphy’s Knives and Stock the best in Shoe, 

Skiving, Paper Hangers’, Roofers’, etc., Knives. 
Write for catalog, prices, etc. 


Robert Murphy’s Sons Company, Est. 1850, Ayer, Mass. 














POULTRY SUPPLIES 





Moe’s Line is considered The Standard Line of Modern Poultry 
Equipment. Sold wherever poultry is raised, and a satisfactory, 
profitable line to sell. 

Our Catalog and Prices will interest you 


HOEFT & CO., Inc. 
2305 Davis St. — North Chicago, Ill. 

















“Seeing is Buying” when you display American King 
Handles in the new transparent display envelope. 
No better handles—finest quality, hand shaven selected 


hickory, air-dried, Axe, Hatchet and Hammer Handles 
all sell faster packed this way. 
Write for prices 
AMERICAN HANDLE COMPANY 


Jonesboro, Arkansas 





Yom 


PAUL 
REVERE’S 
| = 





HOUSE- 


Comes This = 
Staunch Old Nail 


The nail pictured above has seen more than two 
hundred years of service in the historic house of 
Paul Revere at Canton, Mass. Notice that this nail 
has four sides—four gripping surfaces. That's the 
secret of its remarkable holding power! 

Today, Reading Cut Nails embody the same 
ideals of craftsmanship and endurance. They are 
wedge-shaped for a permanent grip. Generations 
of experience have proved their superior durability 
and economy. And there's a size of Reading Cut 
Nail for practically every building need. 

Write for our new illustrated catalog—get the 
profitable facts about Reading Cut Nails. 


READING IRON COMPANY 
Reading, Pennsylvania 

Atlanta = Cincinnati Pittsburgh Fort Worth 

Baltimore Detroit Cleveland Seattle 

Boston Houston St. Louis Philadelphia 

Buffalo Los Angeles Tulsa New Orleans 

Chicago New York SanFrancisco Kansas City 


























READING 
<UT NAILS 
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Speed Up 
the 
Wheels of 
Industry 


Write to your job- 
ber today for any of 
the merchandise ad- 
vertised in these 
pages. Don’t wait 
for the jobber’s 
salesman. You may 


forget. 











OW 
More Than 


Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 
sistently. Every im- 
portant price change in 
the trade is recorded in 
these columns weekly. 


The MARKET RE- 
PORTS as found in 
HARDWARE AGE are 
the most authentic pub- 
lished. 


Use them as a buying 
guide. 

















| for himself 


Beating the Chain Store 


(Continued from page 54) 


hardware retailer lies in trading up on 


quality and knowing his stock, and, | 
conversely, that he can not hope to com- | 


pete with the mass distributors by trad- 
ing down on price. The independent 
hardware retailer, if he will but make 


'descript hammer at 79 cents. 


the effort, can make himself the ex- | 
clusive master of a much more prof- 


itable and desirable field—the field of 
quality, informed salesmanship, and 
higher values. The five-and-ten cent 
stores sell trainloads of jewelry, but 
that fact doesn’t seem to worry Tif- 
fany’s very much. It is up to the in- 
dependent dealer to make himself the 


quality store of the hardware trade | 


in his locality. 


The Demand for Something Better 


We made an interesting experiment 
when we brought out our “Trading 
Up” Unit showing four nail hammers 
ranging in price from 75 cents to $2.00. 
We knew enough of the desire of the 


public for something better, to know | 


that when they were shown these ham- 
mers, side by side, the majority of them 
would select the better grade. 
hardware men did not believe we could 
be right. Our experience with repeat 
orders to refill these displays has fully 
justified our judgment. The sale of 
the hammers for $1.50 and for $2.00 
has doubled. The sale of the 75 cent 
hammer has been considerably less. 
What the public have done in hammers, 
they will do in other hardware articles 
if given a chance. People will buv 


Many | 





what they want and their natural 
instinct is to want the best. 
Because of his superior technical | 


knowledge of the goods he is selling. 
the independent hardware retailer is in 
a position to trade up on a quality basis 
in his merchandising and thus capture 
a market that the mass 
distributor cannot reach; best of all he 
can at the same time do his customers 


| a real service by steering them away 





from cheap, shoddy hardware and en- 
abling them to enjoy the satisfaction 


and the economy that always accrue | 


to the buyer and user of standard, 
quality hardware products. 


The hard- | 


ware retailer knows why a Plumb ham- 
mer at $1.50, for example, is a better 
buy than the chain store’s best non- 
It’s up 
to him to give his customers the benefit 
of that knowledge—for their good as 
well as his! 

From a practical sales point of view, 
there’s every indication that the in- 
dependent hardware merchant who 
trades up on-value and quality is work- 
ing with the trend of the times and not 
against it. On every hand there’s con- 
vincing evidence of a rising tide of 
public opinion in favor of value-buy- 
ing as contrasted with price-buying. 
People are taking a more intelligent 
attitude toward merchandise nowadays ; 
they are willing to pay more for the 
better article. Women today, for ex- 
ample, are willing to pay the difference 
for silk underwear and silk stockings— 
so much so, I understand, that it is 
becoming almost in:possible to sell 
muslin underwear and cotton stockings 
except in certain sections of the country. 
In the automobile field, it is the usual 
practice for car-owners to trade in a 
cheap car and pay the difference for 
a better machine. You don’t hear people 


| talking about getting cheaper radios or 


clothes or furniture or homes; on the 
contrary, the insistent demand is for 
better things. 

Perhaps we have been in the habit 
of taking too much for granted in the 
hardware trade, too willing to let our 
goods speak for themselves. We owe 
it to our customers—the public—to 
show them why and how better hard- 
ware products are worth the difference 
in price, to help them become com- 
petent judges of value in hardware. The 
manufacturers of value-products in the 
hardware field are doing their share 
through national advertising. For the 
rest of it we must look to the man on 
the firing line—the independent hard- 
ware dealer who faces the public across 
the counter day after day. If he will 
but do his part by teaching his trade 
to want good merchandise, the idea of 
selling by price tag alone will soon be- 
come a thing of the past! 


Verified News of Retail Stores 


ARKANSAS 


(CHARLESTON—Charleston Hardware Co. is 
erecting a new store front and addition 
to its building. 


CALIFORNIA 


one of the 


Franzen, 


Riversip—E—Henry 





founders of Franzen Hardware Co., has 
retired from the company due to ill 
health. The business is being continued 
as in the past. 

Los AnceLtes—E. M. Lipka, 753 South 
Spring Street, has succeeded to the busi- 
ness of Sidney S. Livingston. 
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CONNECTICUT 
MippLETOwN—George F. Redford, Inc., 
526 Main Street, has been incorporated 
by Pearce F. and Phillip H. Redford, 
with Lena Jacobs. The concern was 
founded in 1874. 


GEORGIA 
Lyons—Youmans Hardware Co., operat- 
ing a store in Metter, has bought Minter- 
Smith Hardware Co. of Lyons and will 
continue under the name Youmans Hard- 
ware Co. 
ILLINOIS 


Cuicaco—Wm. E. Paulson Co., 1612 East 
Seventy-ninth Street, has taken on a line 
of hardware. It was formerly in radio 
and auto accessory business only. 


CarmMi—Wm. Newcomb has taken over the | 


business of Chas. Newcomb in this city. 


PeorrAa—Henry Schoch, in business here, 
has opened another store at 2901 South 
Adams Street. 


INDIANA 


LiconrieER—A. B. Weaver is adding in an | 
adjoining building refrigerator, radio and | 


electrical supply departments. 


IOWA 


Stioux City—Pike Hardware Co. has pur- 
chased control of Hunt Hardware Co. of 
this city. 

KENTUCKY 

CuMBERLAND—E. W. Frazier is erecting 
a new building, 30 by 90 ft., for occu- 
pancy. 








SoMERSET—Baisley Hardware Co. has suc- | 


ceeded to the business of Faulkner & 
Baisley and has added furniture. 


KANSAS 


Sprinc Hir—A. L. Pierson contemplates 
moving from Merriam to Spring Hill. 


MASSACHUSETTS 


TAuNTON—Pierce Hardware Co., 15 Main 
Street, is opening a branch store at 22 
Weir Street. 

WINCHENDON—H. Gilmore & Co. has 
moved from 262 Central Street to 212 
Central Street. 

SEEKONK—Ralph H. Case has opened a 
retail store at 5 Central Avenue. 

Lynn—James S. Murphy & Sons, Inc., 


are planning to open a store here soon. 
MAINE 
Eastport—S. B. Hume & Son, Inc., has 
recently been incorporated in this city. 
MARYLAND 
FreDERICK—Seeger & Co., 45 South Mar- 


ket Street, has enlarged its store and | 


warehouse. 


MINNESOTA 


Tuer River Fatts—Kelly Hardware Co. 
has taken over the business of G. G. 
Williams. 

Brownton—West & Johnson have been re- 
modeling their building. 


| 





Dazey Churns 


sold only through 


Jobbers and Dealers 


The DAZEY has been the leading 
Churn for many years and has 
always been sold through legiti- 
e Jobbers and Dealers. En- 
by Good Housekeeping 
Institute, State AgricuituralCol- 
leges, and Scientific Buttermakers 
everywhere. It is strictly a 
“Quality” Churn. Only the best 
materials are used and carefully 
assembled. Made in sizes to suit 
everyone’s requirements, from 2- 
quart to 10-gallon. The extension 
of electric power lines into rural 
districts has opened up a new field 
for DAZEY Electric Churns, 








DAZEY SHARPIT 


All purpose ponsehold Sharpener. Re- 
quires no skill. The original Sharpener 
of its type. Patented grinding wheels. 
Attractively finished in rust-proofelectro 
plating. Furnished with removable, re- 
versible clamp. 





Order from Your Jobber 
Dazey Churn & Manufacturing Company 


St. Louis 











Whom did Daddy buy 


the electric train for 
last Christmas? 


Right now it looks like a 50-50 prop- 
osition. Dad is just about as inter- 
ested as Junior. Men never quite 
lose the romantic touch’ that a well 
constructed toy gives—even a gray- 
haired woman looks with interest at 
Vea a doll. 


But the Kids Themselves 
Are Your Best Salesmen 
Give your toy line prominence, both 
in the store and in the windows. 


Make TOYS a source of profit 
throughout the year. 


KEEP TOYS CONSTANTLY ON DISPLAY 
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A Lot hangs on 
Allith Hangers 


But never worry. Every set will carry your 
customer's garage doors and your store’s good 
reputation for many, many years after installa- 


tion. 


Strong, serviceable and dependable as man- 
made hardware can be. Allith is the trust- 
worthy hardware it is solely because the drafts- 
men who design it, and the craftsmen who build 
it, think and act in terms of permanence and 
reliability. 


No. 61 (illustrated above), for straight sliding 
doors, 14 gauge, double truck saddle, 314x614 
inches long, adjustable to door thickness and 
to proper distance from building. Has the 
swing-out feature. Saddle is one piece certified 
malleable. Roller bearing hanger wheels. 1% 
inches diameter, on hardened steel axles. Track 
is 16 gauge high quality steel 1 11/16x214 inches, 
with round troughs for hanger wheels, assuring 
easy running without side friction. Lengths of 
6, 8, 10 ft. Brackets of heavy steel. Hangers 
packed pair in a box, including one center 
bracket, two end brackets with lag screws and 
bolts for hangers. Carries 400 lb. door. Uses 
A-P No. 60-X trolley track. 


Write for A-P catalog, No. 97. 


Allith-Prouty Company 


Danville Illinois 


Manufacturers of 
Fire Door Hardware 
Overhead Carriers 
Door Hangers 
Malleable Iron Washers 


Garage Door Hardware 

Rolling Ladders 

Spring Hinges 

Airport Door Hardware 

Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 


Manufacturers of the finest line of Airport and 
Garage Door Hardware 


Allith 


The Wright 
Rooster Trade 
Mark stands for 
the highest 
standard in 
poultry netting 
—Superior 


Brand. 


The Netting with 
the Rooster Label. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 














FANS— 


MILLIONS OF THEM 


Golf fans—base ball fans—boxing fans—we’re 
e nation of fans. Twelve months a year— 
every day in each week—we’re interested in 
sports, and twelve months a year we create a 


demand for SPORTING GOODS. 


We take our sports rather seriously, and we 
must be well equipped. We're constantly on 
the lookout for better equipment. 


We look in the hardware merchant’s windows, 
and if he has something to show us we're keen- 
ly interested. 


In the regular sporting 
goods issues of Hardware 
Age — published every 
second issue of the 
month—you_ will find 
practical ideas and sug- 
gestions for this profita- 
ble department of your 
store. 


Hardware Age 
239 W. 39th St. 
New York City 
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Lock No. 04810—1% in. dia. 
Lock No. 04811—1% in. dia. 








Curious persons can be denied access with a 10 cent 
padlock, but to prevent robbery, a lock with secure 
construction must be used. 


The locks here shown will provide the maximum pro- 
tection against picking, breaking or forcing, and will 
be readily accepted by your customers, if their merits 
are explained. 


Selling quality products inspires the confidence of the 
customer, and brings satisfaction and increased profit 
to you. 


We will gladly tell you more about these or others of 
our long line of Padlocks, if you will write us. 

















The Eagle Quality Line 
Night Latches Cabinet Locks 
Trunk Locks Store Door Sets 
Front Door Sets Padlocks 
Wood Screws Stove Bolts 


Eagle Lock Co. 


General Sales Office 


Reg. in U.S. Pat.o. 26 Warren St., New York peg. inv. 8. Pat. off. 


Branches 
521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 
114 Bedford St., Boston, Mass. 
Works at Terryville, Connecticut 
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Stainless 
Kitchen Utensils 


Be the First to Introduce Them! 


FFER your trade these bright, stainless pots 

and pans made of the wonderful new 
SAVORY Stainless Metal ...a- solid metal, 
harder than steel. Something new to display... 
sure to interest and please your customers. 

Point out these startling features: 

SAVORY STAINLESS METAL UTENSILS... 

Always glistening like new. 

Seldom require scouring. 

Will not taint or discolor food. 

Will not crack, break or melt in ordinary kitchen use 

Food acids will not affect them. 

Will not rust. 

Modern, improved shapes. 

Harder than steel. 

As smooth as glass and practically non-porous. 

Will last a lifetime. 

GUARANTEED FOR 10 YEARS! 

Let us tell you more about SAVORY Stainless 
Metal, show you pictures of the line and explain 
the money-making possibilities in your vicinity. 
Be first to introduce this new ware! 


Savory 
__STAINLESS METAL__ 


Savory, Inc. 
Dept. AF 
90 Alabama St. 
Buffalo, N. Y. 


Owned and 
Managed by 
The REPUBLIC 
METALWARE 
co. 
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Guaranty Tag 
on every wrench 


OR TWO REASONS this set of six genuine 
Oswego Stillson Wrenches is a profit-maker for 
the dealer. 
First, because the set of six will sell as easily as a 
single wrench, increasing turnover. 
Second, because the strong, handy box makes the 
set easy to demonstrate and is ready for immediate 
parcel post shipment to out-of-town customers. 


Ask for leaflets describing this set. 


The Oswego Tool Company 
Oswego, N. Y. 


Established 1887 Incorporated 1893 








IVER JOHNSON 


Bicycles 
Velocipedes and Juniorcycles 


Dealers who can see the advantage of selling 
America’s finest bicycles and velocipedes are 
requested to write for our attractive propo- 
sition B. 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 


San Francisco 
717 Market St. 


New York 
151 Chambers St. 


Chicago 
108 W. Lake St. 








Osborne High Grade Punches 





Arch Punches 
Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 


Belt Punches 
Spring Punches 


gd Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
ools. 

The above tools will please your customers, as well as our 
famous Round and Oval ches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
Gnest quality of materials. 

We stand back of every tool we make. Try us. 


Write for Catalog. 


C. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 

















BALL BEARING 


Casters 


THE best-selling casters in the field 
because they have the ball-bearing 
feature. Smooth, silent operation. 
No damage to floors, rugs or carpets. 
These are the features that appeal to 
people with good taste and judgment. 
Roll “Acmes” on the counter, or on 
the palm of the hand and the cus- 
tomer buys them on sight. Let us tell 
you more about ball-bearing ‘“‘Acmes.”’ 


From your jobber Send for Catalog 


The Schatz Manufacturing Co. 
Poughkeepsie, New York 


Agents: J. C. McCarty & Co. 
253 Broadway N. Y. City 








- ae 
Aca ROLL-ALONG-ON-ACMES 


al 







WRENCHES 


Designed especially for 
mechanics. Handles 
made to fit the grip. 
A Diamond Wrench 








DIAMOND 


Drop forged from high 
grade tool steel— 
carefully hardened and 
drawn in oil. Diamond 





adjustable wrenches for every purpose. A 
are the most com- Life Insurance Policy 
plete line made—in with every wrench. 

eleven sizes — single Write for catalog and 


and double end—full 


or ountpalttned. dealer helps—display 


boards—circulars, etc. 











|} DIAMOND DULUTH 
Calk Horseshoe 4622 Grand Ave. 

COMPANY - MINN. - 
| | —_—_—_—_—_—_— 
—— ELLE LL RL LEIA T E 
















ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 
Home of the Worlds Finest Steel 
A A A 
Sponsored by 
JOHANESON, WALES 
& SPARRE, INC. 
Importers 
162 Chambers St., 
New York City 
Tel.: BARelay 0844 
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CORBIN 


Wood Screws 
Drive Screws 
Coaeh Screws 
Machine Screws 
Set Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Screws 


Special Automatic Screw 
Machine Products 


Stove Bolts 

Tire Bolts 
Agricultural Bolts 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 
Stove and Tire Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts 

Jack Chain 
Plumber’s Chain 
Register Chain 
Safety Chain 
Farnace Chain 
Ladder Chain 

Sash Chain 
Escutcheon Pins 
Speedometers 


The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 


7 











Bommaer 
Spring Hinges 





re) eee lm eee 


are 
the best 





























of People are Pushing 


Them 


whenever they open a door 
Follow the line of least resistance 


use BOMIMEP always 
They are the best 


Bommer Spring Hinge Co., Brooklyn, N. Y. 











THE TWO ARROWS 


point to improvements in this popular small 
door catch that are important in considering 
your source of supply. THE SPRING is extra 
heavy, to insure positive closing and durability. 
THE PLUNGER is extra long with a narrow 
nose, making for greater speed and accuracy in 
application, and sure but easy closing. 


OUR SPRINGS DO NOT BREAK 





LONG EXTRA 


PLUNGER HEAVY SPRING 


No. X1816 


Packed 3 doz. in a box, with screws. 
Steel, brass plated or nickel plated. 


Your orders are solicited 


MADE BY 


SUMMER DISPLAYS 
Will Bring You Real Profits 





if you use these 


Double Duty Display Tables 


Make your warm weather sales reach new heights by 
resolving to install Heller Double-Duty Display Tables 
now. No trouble to install; no interruption in service. 
We can fill your orders for modern business building 
store equipment immediately—why wait? 


HELLER eigen 


Business 
Building 








THE BRAINERD MFG. CO. 


EAST ROCHESTER, N. Y. 














Complete manufacturers of 
The W. C. Heller Company equipment for hardware 


700 Bryant St., Montpelier, O. 
N. Y. Office, 20 Vesey St. 
Suite 500 


stores. Information furn- 
ished without obligation 
upon receipt of your in- 
quiry or specifications. 
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A Steadily Increasing Market 
For Electrical Merehandise 


Never has the manufacturer needed such stable retail outlets as he 
does under contemporary conditions. His production capacity and 
his profits depend almost entirely upon his distributing ability. His 
success in marketing, in turn, requires inherent loyalty and progres- 
siveness in his retailers. . . . The selection of these retailers, and partic- 
ularly his contacts with them, are of paramount importance. .. . In 
the retailing of electrical appliances and accessories, the Hardware 
Merchant offers the manufacturer dealer-outlets that are loyal, pro- 
gressive, and constant. Electrical appliances and accessories are in 
their very essence his merchandise. His store traffic includes all the 
most promising customers—and the aggregate sales of electrical 
items made through him each year can be appreciated when it is real- 
ized that in electrical appliances alone he does an annual business of 
$80,000,000 and his volume is increasing. . . . The Hardware Mer- 
chant is keenly interested in extending his electrical sales, and to 
satisfy his requirements HARDWARE AGE publishes in every fourth 
issue a special ELECTRICAL GOODS SECTION. For the busy mer- 
chant who has no time for specialized papers, this section keeps him 
in touch with market developments, and primarily the latest and 
most successful merchandising plans. ... The bulk of the electrical 
sales are made by the 13,665 Major Hardware Dealers and almost 
without exception they are HARDWARE AGE subscribers, and they 
pay $3.00 per year for their subscriptions, because they find HARD- 
W ARE AGE of material assistance in the conduct of their business. .. . 
This means to the manufacturer of electrical merchandise that his 
contact with the dealers and jobbers he must reach in the hardware 
field is assured, and his sales message is certain to be read by them in 


the ELECTRICAL GOODS SECTION of HARDWARE AGE. 


ft Hardware Age 


Electrical Goods Section 
esctena Every Fourth Week 
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Of such small things 
is leadership built 


In The Hoover Company's research laboratories, a 
specially built machine may be seen. It does noth- 
ing all day long but drag electric cords over revolving 
emery wheels. Its purpose is to wear the insulation 
from these cords. Some wear quickly, others slowly 
—one will wear the longest of all. That electric cord 


will be chosen for use in Hoover Electric Cleaners. 
A small detail of construction, perhaps. 
But out of such details is Hoover worth 


built. And out of Hoover worth has 






come Hoover¥YLeadership. 


| 
, 


bea 
{| 
“Every Hoover Sale = is a Dealer Sale”’ 


THE HOOVER COMPANY, NORTH CANTON ,OHIO. The oldest and largest maker of electric cleaners. The Hoover is also made in Canada, at Hamilton, Ontario 
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CLYDE JENNINGS, Editor 


JUNE 20, 1929 





Young People Like Young Stores 


considerable amount-of the purchasing that is 
done for the home and it will pay any merchant 
to cater to their tastes. 

“Young people” is today a vastly more inclusive term 
than that a few years ago. Recently two women ap- 
proached a desk in an apartment house to discuss rent- 
ing an apartment. One of the wmen introduced herself 
and then the other woman as her daughter. The rent- 
ing agent, being a polite man, only half gasped at his 
astonishment and it was not because the daughter 
looked more than her 21 years. It was because the 
mother was young in manner, 
looks and dress. Both are fine 


‘ke young people of today are influencing a very 


The chief difference between ages today is the back- 
ground obtained in school. The young people of to- 
day are electrically minded. Practically all of those 
under 30 received a practical background of electricity 
and what it will do. They think in terms of electricity 
as light and labor saving equipment. Then add to 
these the people over 30 who have kept pace with the 
times in such details as electricity and you have an 
amazing proportion of the people who are electrically 
minded and who judge their surroundings by electrical 
equipment. 

These people are likely to judge you and your store by 

their own standards and if yours 
is not a young store, they are 





types of the women of today and 
among women of their ages, 
neither appears extremely old nor 
young. 

A father and son that we know 
spend much of their time to- 
gether and in hunting costume, 
golf clothes or bathing suits, 
they do not look 24 years apart 
in age. 

Artificial old age began to dis- 
appear when whiskers and bon- 
nets ceased to be the badge of 
marriage or acknowledged 
spinsterhood and batchelordom. 
People today are living the old 
saying “you are as old as you 








likely to go elsewhere for pur- 
chases unless they are seeking 
some old fashioned sort of thing 
that they think no one else will 
have in stock. 

Young people of today have 
more money than ever before 
and many of them are using a 
part of this money for their 
homes in a way unthought of 
years ago. They are buying for 
themselves personal belongings 
that they will take into their own 
homes at a future date. Those 
who set up homes of their own 
are buying freely of the latest 
equipment as a part of real 








feel’ and think. + 
Electrical Goods 





Section 


+ economy. 
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Electrical Industry Seeks 
Merchant Cooperation 


Numerous speakers at N. E. L. A. deny intent to monopolize appliance sales and 
suggest to all merchandising departments value of working 
with non-electrical distributors 


and the National Electric 

Light Association with a 
blaze of light. The .occasion was 
many fold. This year is called the 
seventy-fifth anniversary for Atlan- 
tic City. It is also the Golden 
Jubilee of the incandescent lamp 
which was really the foundation of 
the electrical industry as we know it. 
In addition, Memorial Day was 
marked by the dedication of the 
amazing convention hall in the re- 
sort city. 

Any one of these three events 
might have called forth an outburst 
of decoration but all three brought 
many interests into a common inter- 
est and resulted in an amazing 
spectacle. Imagine, if you will, all 
street lamps on the Boardwalk re- 
placed with large clusters of golden 
miniature lamps, 70 or so replacing 
each street lamp. Each of the large 
hotels decorated with lamps and most 
of them floodlighted the architect- 
ural features. Then the convention 
hall is a light spectacle remarkable 
in itself. 

The electrical industry had much 
to do with the lighting and the idea 
behind this elaborate display from 
an industrial viewpoint is that this 
display at Atlantic City will serve 
as a model of attainment for towns 
and cities all over the land. Visitors 
to Atlantic City during this conven- 
tion and conventions that follow 
during the summer will get inspira- 
tion as to decorations for their home 
city. 

It is the plan of Light’s Golden 
Jubilee Committee that Oct. 21, the 
date of the incandescent lamp cele- 
bration, shall find every community 
in the country ready to celebrate. 
The idea is encouraged that com- 
munities shall arrange decorations 
in the meantime for Home Coming 


‘ TLANTIC CITY welcomed June 


Weeks, or local celebrations of any 
sort and have them ready for the 
big night. 

So the electrical industry has 
helped Atlantic City set a pace for 
the rest of the country. All sum- 
mer the blaze of lights will be there 
to be admired by the visitors who 
come from all sections of the country 
with the suggestion that they go 
home and do likewise is obvious. 





HE sentiment of the convention 

was strongly favorable to coop- 
eration with independent merchants 
as to the distribution of appliances. 
Numerous speakers urged upon light 
and power companies the need of 
cooperating with all merchants who 
sell electrical wares and of so con- 
ducting their own sales that such 
cooperation will be possible. Each 
of the speakers said in effect: “Our 
company stores cannot sell all of the 
appliances and we should do our 


best to encourage other dealers to 
sell them and to assist them in sell- 
ing worthwhile merchandise.” 

Paul S. Clapp, managing direc- 
tor of the N. E. L. A., sounded the 
first note. He spoke of the need of 
a complete understanding between 
all of those engaged in electrical 
work and of the obligation of the 
industry to see that all factors had 
opportunity of such understanding. 
He said: 

“I can confidently say that this 
year will be characterized by in- 
creased understanding and common 
appreciation of possibilities between 
manufacturer, contractor-dealer, 
wholesaler, merchandiser, electric 
utilities, and all of those responsible 
for electrical progress.” 





HEN came Marshall E. Samp- 
sell of the Central Illinois Public 
Service Co., chairman of the Com- 
mercial National Section who car- 





The Boardwalk became a golden way marked by jewel arches when the 
street lamps were replaced by golden yellow miniature clusters 
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This large exhibition floor is well lighted and well ventilated. One of the voice amplifiers is seen above the stage 
opening. The stage arch is 165 feet which gives an idea of the width of the hall 


ried the idea further with this 
thought: 

“The Commercial Section has been 
closely studying merchandising 
methods of others engaged in sell- 
ing electrical equipment. Despite 
our close contact with our domestic 
customers, we can never develop a 
maximum volume of appliance sales 
until we have the complete and 
cordial support of all other classes 
of merchandisers of electrical ap- 
pliances. It is not to our interest, 
nor have we the slightest desire, to 
monopolize the appliance business. 
It is our desire to so plan our sales 
programs as to encourage and assist 
the manufacturers and dealers. who 
are helping us promote acceptable 
labor saving and convenience ser- 
vices. It is respectfully recom- 
mended that the Declaration of 
General Merchandising Principles 
agreed to by all concerned and the 
electrical merchandising standards 
suggested by the General Merchan- 
dising Committee of our association 
be followed, as guide posts to better 
trade relations.” 





ARRYING the same idea a bit 
further Frank D. Pembleton of 
the New Jersey Public Service Elec- 
tric & Gas Company, chairman of 
the Merchandising Bureau, included 


Electrical Goods Section 


the following in his report to the 
convention: 

“In almost every large city there 
is some one outstanding merchandis- 
ing firm which has store equipment, 
displays and sales service far su- 
perior to that of most of the stores 
in the city. These leaders illustrate 
the art and science to which mer- 
chandising has been developed. They 
set the standards by which central 
station merchadising practices will 
be measured by the public. 

“If there should be too great a 
difference in appearance and prac- 
tices between the leading merchan- 
disers and central station merchan- 
dising departments, it is not well for 
the central station. There is no rea- 
son why there should be a great 
difference. 

“The methods to be followed are 
obvious to any one who really wishes 
to know. There is sufficient money 
and ability in the central station in- 
dustry for it to bring its merchan- 
dising departments up to the high- 
est standards that have so far been 
established. 

“When central station executives 
will take cognizance of these facts 
and put their respective merchandis- 
ing departments on a basis compar- 
able with the best merchandising 
firms and render their customers a 


perfected merchandising service, 
there will be no real reason for 
criticism of central station mer- 
chandising practices. Then the time 
will be advanced when every home 
will enjoy a more nearly complete 
electric service and the central sta- 
tion will enjoy the respect and good 
will of the entire community.” 





ERARD SWOPE, president of 

JJ the General Electric Co. was 
called upon for a short talk at one 
of the commercial sessions. He said, 
in effect, that the burden of educat- 
ing the public as to the best uses of 
electric appliances rests on the elec- 
trical industry and that this should 
be one of three factors in all mer- 
chandising operations. The second 
factor was price of goods distributed. 
The American people, he said, did 
not ask anything be given to them 
nor that they be allowed to buy it at 
anything less than a_ reasonable 
price. These prices, he said, should 
prevail in all electric company mer- 
chandising. The third factor he 
urged upon the industry merchandis- 
ing men was cooperation with all 
branches of the trade. No one, no 
matter how ambitious, could hope to 
monopolize all of the trade. Central 
stations should be generous in help- 

(Continued on page 88) 
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Henry Brown Looks Over Next 
Season’s Radio 


Typical hardware merchant views various models at Chicago Trade Show 
and passes along his suggestions to fellows 


N | EARLY 30,000 radio dealers 
were attracted to the third 
annual radio show and radio 

manufacturers’ convention, held in 

Chicago from June 3 to 8 inclusive. 

The event utilized three lake-front 

hotels for exhibits and was by far 

the most complete display of radio 
products yet presented for dealer in- 
spection. 

The average hardware merchant 
as represented by that mythical char- 
acter, Henry Brown, was represented 
in two classifications. In one class 
there were hardware dealers who 
have handled radio for some time 
and have definitely chosen their line, 
but who were taking advantage of 
the opportunity to get first-hand in- 
formation on recent developments, 
so to better merchandise radio dur- 
ing the coming season. 

In the other class were the Henry 
Browns who were either considering 
the possibilities offered in handling 
radio or who had made the trip to 
Chicago for the purpose of making 
their initial purchase of a radio 
stock, preparatory to opening up a 
drive for the hardware dealers’ share 
of the substantial profits awaiting 
them in radio. 

Henry reports that the trade ex- 
pects 1930 to be a banner year for 
the sale of radio and several new 
trends were apparent in the models 
for next season. 

The inspection and observation he 
made will serve him well in planning 
for the future, as he received au- 
thentic information on improvements 
which will be stressed in future ad- 
vertising of radio manufacturers. 

Then, too, it will give him a better 
opportunity to dispose of sets now 
in stock which will rapidly become 
obsolete with the advent of the im- 
proved models. Every experienced 
radio retailer has long since learned 
the necessity of keeping his stock 
strictly up to the minute. The pub- 


lic are immediately acquainted with 


By J. M. WITTEN 


the latest developments as soon as 
they are announced, for they are vi- 
tally interested in radio and the 
newspapers keep them closely in- 
formed of the latest improvements. 
For this reason most dealers have 
found it advisable to keep as small a 
stock as possible on hand and then, 
in the event of a change, they are 
not troubled with old style sets that 
must be sold at price concessions. 

At the Chicago show, strong trend 
was evident toward sets employing 
screen-grid tubes. Three of the new 
iype tubes are now employed by most 
manufacturers. The new 45 type 
power tubes, in push-pull combina- 
tion, are being favored. The mag- 
netic speaker, judging from its rarity 
at the exhibition, has lost vogue and 
is passe for 1930 models. Dynamic 
speakers have been refined and the 
booming low notes are no more ac- 
centuated. 

Reproduction with the new dy- 
namic speaker is faithful in low, high 
and intermediate registers. Another 
type of speaker which gained the fa- 


© 


TTENDANCE at the show 
and convention met with 

all expectations. Large orders 
are reported. Next year’s show 
is assured. The officers elected: 


President: H. B. Richmond, 
General Radio Co. 

Treasurer: T. K. Webster, 
Ekko Co. 

Vice-Presidents: 

Morris Metcalf, American 
Bosch Magneto Corp. 


/ 


Henry C. Forster, Utah 
Radio Products Co. 
William Sparks, Sparks- 


Withington Co. 


© 


vor of show visitors was the kylec- 
tron, the invention of Colin-Kyle. 
The Kyle is a decided innovation 
speaker design which can be hung 
on the wall like a picture. Its inter- 
nal appearance resembles a small 
washboard, being made of slightly 
convex aluminum screen backed with 
a thin rubberized substance and cov- 
ered with a sheet of aluminum foil 
only two thousandths of an inch in 
thickness. It operates without a 
cone, magnetic coil or flowing needle 
and is said to attain the utmost in 
fidelity of reproduction. 

Simplification was the most impor- 
tant change noted in chassis con- 
struction. The 1930 chassis, as a 
general rule, carries fewer parts, is 
riveted or spot welded instead of 
screwed together and uses more 
metal and more steel for metal parts 
than heretofore. Screen-grid tubes 
were presented in band-pass filter, 
capacitative, or inductive tuning ar- 
rangement. Tuning dials are more 
interesting than last year, though 
they are lengthier and certainly 
heavier in construction. 

Cabinets are vastly improved both 
in design and workmanship. The 
average size is becoming smaller. 
Some of the new cabinets stand 
about two feet high and are finished 
in gay colors. The matching of fine 
wood in radio cabinets has become 
an art. Maple, walnut, mahogany 
are most popular, although satin 
wood and other rare woods are found 
in some of the more expensive lines. 
Modern designs were rather scarce. 

When Henry summarized the new 
trends, he decided to feature screen 
grid models, in smaller sized cabi- 
nets, having dynamic or kyle speak- 
ers, in the radio department of his 
hardware store for the coming radio 
season. Henry says it looks like 
band-pass filters will be the next sub- 
ject to cause a commotion in radio 
circles when the furore about the 
new. tube has subsided. 
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RAD ARK KNOWN _IN EVERY 


FRARY & CLARK, NEW BRITAIN, CONN. 





ANNOUNCING 


two New 








Electric 


Profit-Makers 
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; q 359.50 
: : y Complete 

The 2 Ce a 

UNIVERSAL Pt 

i 4 7 
utomatic Toaster Pa" 
TOASTS UNIFORMLY WITHOUT 
BURNING <i, ™ of 

Distinctive jin that current remains on con- 
tinuously, keeping oven always heated at its ‘ 
most ideal toasting temperature—an exclusive Th 
feature made possible by the UNIVERSAL e 
“sliding rack” way of removing each piece of 

toast completely from oven—saves time and UNIVERSAL 
insures uniformity. Convenience 
Automatic Delivers perfectly browned toast Outl 

. ne utilet 
with the precision of clock work. 

: : Range 

Adjustable Makes light, medium or dark 8 
brown toast as desired. 
Simple to Use Slide bread in oven, press No special wiring—Portable, operates anywhere within reach 
down a lever—that’s all. of convenience outlet—requires no more space than a chair— 
Hand ly Finished UNIVERSAL Selective Switch heat concentration—ample ca- 

andsomely Finishe in bright nickel beau- pacity for needs of average family and within capacity equals 

° . sterling performance of Standard-size UNIVERSAL Ranges-- 
tifully embossed on sides and top—an orna- costs little to buy or to operate—approved by the under- 
ment as well as a servant. writers—the most amazing little range ever designed. 


Buy Through your Jobber 
Landers, Frary & Clark, New Britain, Conn. 
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Electric Cleaner Ships Return 
Laden With Profits 


Master Mariner Browning supplies his sailors with correct 
prospect charts and they bring in much unlisted cargo 


cleaner sales to the volume of 

the Nueces Hardware & Imple- 
ment Company, Corpus Christi, 
Tex., and about $1,200 added to net 
profits the first year that the appli- 
ance was handled. 

When E. L. Browning, manager 
of the company, in April, 1928, de- 
cided to take on the electric cleaner, 
he figuratively scanned the skies to 
see what he was about. Corpus 
Christi, a coastal town in a truck- 
gardening section of Texas, was a 
city of about 30,000 people. One- 
fourth of them were Mexican and 
colored, however, and few of these, 
though living in homes served with 
electricity, could be considered pros- 
pects for a $75 “broom” and a $12.50 
set of Dusting Tools. The market of 
the immediate future, plainly, was 
that portion of the population con- 
sisting of about 2500 white families 
living in the wired homes of the city 
and the adjacent gardening terri- 
tory. 

But even these were just that 
many “possibles,” and they were 
scattered over a considerable spread 
of territory. Each family had to be 
reached, individually, in order to re- 
sult in any business for the Nueces 
Hardware Company. And each 
houselHold must be made to realize its 
need for that particular cleaner be- 
fore buying. Mr. Browning appreci- 
ated this. He foresaw that effort, 
concentrated upon likely prospects, 
was necessary in order to get any 
sales whatever. 

The cooperative plan was there- 
fore adopted—the manufacturer pro- 
viding a salesman whose sole duty 
it was to demonstrate and sell the 
cleaner. 

The making of demonstrations be- 
came the immediate objective, with 
sales, of course, the ultimate goal. 
Both salesman and dealer recognized 
that as time went on, widespread 


Gh seane was added by electric 


Oo 


If the mariner ’s wise, he looks in 
the skies, 
To see what he’s about. 
And he never expects any ships to 
come in 
If he hasn’t sent any ships out. 


—Author Unknown. 


o 


knowledge of the cleaner through re- 
peated demonstration, through ad- 
vertising and through the influence 
exerted by users, would make pros- 
pects more easily accessible and 
make sales come more readily. A 
slow start, theréfore, it was agreed, 
need not be taken as an infallible 
index to the actual possibilities of 
the line. 

In the closing days of April, four 
ships, in the form of demonstrations, 
were sent out, and one of these re- 


turned as a sale immediately. The 
first half year netted sales in about ~ 
that ratio—one sale from four dem- 
onstrations, and the work of educat- 
ing the housewife continued apace. 
The second six months justified the 
judgment of those who had planned 
earlier, during the cleaner depart- 
ment’s first year over 300 “ships” 
sailed, over 100 returned to the home 
port with cargo of completed sales, 
the year netting 110 Cleaners, 76 
sets of Dusting Tools and, for good 
measure, 40 floor polishing attach- 
ments. 

The salesman’s outside work isn’t 
the only planned and consistently fol- 
lowed activity, however. “One must 
go at a job of this sort with an eye 
to tomorrow’s business,” says Mr. 
Browning. “Our task is to sell all 
prospects in our field. That can’t be 
done in a day or a year—one just 
cannot in a limited period of time 
reach in the personal way necessary 





Sometimes this demonstration is moved to the sidewalk outside 


the 


door but more often it is at the front of the salesfloor with electrical 
merchandising including electric refrigerators nearby 
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This looks like a very large salesfloor but at times it is hardly large enough—see below 


to convince of need, a city’s entire 
population. 

“In the first year we demonstrated 
to approximately one-seventh of our 
present prospects. 
won’t be exhausted when we shall 
have demonstrated once to each pros- 
pect. There is so much that is new 
and strange to the housewife who 
witnesses a thorough demonstration 
for the first time that she can’t ab- 
sorb it all. Electrical housekeeping 
overturns all her old, sét working 
ideas and a considerable thought- 
process is therefore involved before 
the average housewife buys. Then, 


But the field. 


again, many can’t buy at the time of 
the demonstration for financial rea- 
sons. Some of our field will need 
two and possibly more demonstra- 
_tions before buying. 

“In order to keep such people 
cleaner-conscious, as well as for the 
results we get immediately, we ad- 
vertise the cleaner in the newspaper, 
display it in store and windows, en- 
close literature with our statements 
every third month, advertise it in a 
yearly guide the store issues and on 
Saturdays give sidewalk demonstra- 
tions on a table placed in front of the 
store. 


“The cleaner salesman in his out- 
side work has done much for us in 
helping build sales on other lines as 
well. His prospects may say, for in- 
stance, that they will have to buy a 
gas range or some other household 
equipment before buying the cleaner. 
This he reports to us, and we send 
one of our other outside men to call 
on the prospect. (Since learning 
from the cleaner department how re- 
sultful an outside activity can be, the 
Nueces Hardware & Implement Com- 
pany has placed three other men on 
outside work.) We find that we can 

(Continued on page 88) 





On occasion of special events such as spring opening or introduction of a new line the public is invited to come 
and see and they come in large numbers 
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SHOW HER THESE MODERN LAMPS 
While She’s Waiting for Her Change 


HE modern Nilco Decorative Lamps are _ Slip one into the testing socket, so she can 
easy selling merchandise. Place a couple _see its gold or amber glow. And ever so. 
on the counter while she’s waiting for fren an extra profit is yours. 
her change. 
You’ll make many a sale, for women are sud-— And tell her, too, that they’re long-living 
denly deeply interested in quiet, mellow lamps that spend no more current than ordi- 
lighting. And Nilco Decorative Lamps attract nary lamps. 
instant interest. 











If You Haven’t Been 
Thoroughly Lamp Happy, Write 


NILCO LAMP WORKS, INC. 
EMPORIUM PENNSYLVANIA 












Nileo Lamp 
Works, Inc., 


Emporium, Pa. 


I'd like to get 
the rest of the 
story — prices and 
literature about 
Nileo Lamps. 
Rrra es do ucwee 
uli els dig earn eee eb k 
Dieses sexcessc WR: shetsceehanet 


11A-6-29 
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ME, BUT I'D 
KE TO LOOK AT/~ 
A WASHER / 0 


7d 


YES'’M 


has his troubles and, if you 
have time to listen, each one 
will tell you enough to lead you to be- 
lieve that he has the most troubles. 

Two salesmanagers have told their 
troubles to artists and we present a 
graphic interpretation of their 
stories. 

One is a store salesmanager—a 
hardware merchant who employs 
clerks. Every such merchant is a 
salesmanager—or should be—even if 
he employs only one clerk. Some are 
not, but that is merely an instance 
of things not being as they should. 

These salesmanagers have one 
common complaint. They cannot get 
their salespeople to “Ask ’em to 
Buy.” 

Asking people to buy is the key to 
increasing sales. Take the case of 
Nulland Void, graphically presented 
here. The salesmanager is having 
much trouble getting this young 
‘man to ask women to buy. Perhaps 
he does not like house-to-house sell- 
ing. In that we sympathize with 


Pinas is to in the selling line 


HERES ANOTHER 
LIVE CLEANER PROSPECT 


hy Vorp$s 
ii TERRITORY - . 
i) HES GETTING SO THAT 














CAN THE WRINGER 
BE LOCKED ? AND 
1S IT REVERSIBLE ? 











WHY BOTHERME 


UM, | THINK 
THE BOSS SAID 
ABOUT FIVE OR 

SIX SHEETS 























ONE HUNDRED 
AND THIRTY- 
FIVE DOLLARS 


I1GUESS SHE 
DIDN'T WANT TO 
BUY IT ANYWAY, }\) 





co 











him, but if he does not like the work 
he should quit the business. As long 
as he is employed as a house-to-house 
salesman he should call at as many 
houses as he can and tell his story as 
often as he can and then ‘“‘Ask ’em to 
Buy.” 

Many a house-to-house salesman 
has missed a sale because he did not 
ask (insistently) the woman to buy. 
Apparently Nulland Void was all 
right on this point; his weakness be- 
ing in making calls. You will note 
that when he made calls,.he made 
sales. 

The store salesman is more fortu- 
nately. situated as to meeting pros- 
pective customers. Most of them 
come into the store to meet him and 
then it is up to him to ask the cus- 
tomer to buy. 

Some salesmen do this very nicely 
—not at all like the drug clerk of to- 
day who asks you if you “need tooth 
paste, shaving cream or cigarettes.” 
These hardware salespeople that we 
are talking about manage to steer 
Mrs. Jones, who came in for a paper 


NULLAND VOID, 








4 SWEET, HEY ? RieuT A 
ZA \N THE FIRST HOUSE 


Howpy / WELL, A LITTLE 
YOU AINT THE EBRD Must Havel 
WOMAN WHO i TOLD you THAT 
Awe were 
NEW ONE 5 
2 TRY IT 
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Ask ’em To Buy 


of tacks, over by the appliance coun- 
ter and show her the very latest in 
toasters or to call her attention to 
the latest price reduction in incan- 
descent lamps (always a pretty safe 
thing to do, for these reductions 
have come so fast most people have 
not kent count), or perhaps she is 
taken over to the paint counter to 
see a new floor finish. 

But merchants are likely to re- 
member the time when the clerk said 
“good morning” and the woman said 
“good morning’ and then both 
waited, or the time when the clerk 
was busy getting exactly one pound 
of putty and let Mrs. Jones stand by. 

“Ask ’em to Buy” has many 
phases. Each man must do it in the 
way he can do it best. A few years 
ago the automotive accessory indus- 
try started training gas pump at- 
tendants to ask drivers stopping for 
gas, to buy some of the various trim- 
mings for the car, and the increased 
sales were startling. You all know 
what the gas station is doing in the 
way of merchandising today. 


I'LL SHOW THAT 
WISE GUY THATI 
CAN FIND HER,AND 
I WONT COME BACK 


Y/p WE CANT MAKE NO 
Yjsucker outa me! 


























78 HARDWARE AGE for JUNE 20, 1929 





Farm Water Power Plants 


EDITOR’S NOTE—This is the sixth of a series of instructive articles on Elec- 
tricity on the Farm by R. H. Rogers of the General Electric Co. These articles 
were originally prepared for broadcast talks over WGY and we are sure that they 
will be of interest to those who are selling and will sell such equipment to farmers. 


NUMBER of farmers have 
A asked for information in re- 

gard to water wheels and 
electric generators, with the idea of 
installing such equipment on their 
farm streams for light and power. 
There are probably many others who 
are wondering if they possess water 
power sufficient to be of practical 
use. 

There are a number of manufac- 
turers who build small combined 
water-wheel electric generator sets 
suitable for farm installations and 
a review of their requirements will 
make it fairly easy for farmers to 
learn for themselves whether they 
have a practical site for developing 
a private electric plant. 

We will first take up the matter 
of head. None of the manufacturers 
seem to consider anything less than 
seven feet as being useful. Of 
course, for higher heads proportion- 
ally less water is required. The 
head is affected by the relation be- 
tween the 24-hour stream flow and 
the demand for water in the same 
period. Water may be allowed to 
accumulate for twenty hours and 
then be drawn down during four 
hours of water wheel operation. 

With a large pond, the change of 
head would be small but with a small 
storage area the heads at starts and 
finishes of runs might be quite dif- 
ferent. The average head during 
the run would be the basis for calcu- 
lations. Again, head is affected by 
high water and often this reduces 
the effective head by backing up in 
the tailrace more than it raises the 
level above the dam. By locating 
the plant at quite a distance down 
stream the head may be increased, 
but at considerable expense for pen- 
stock pipe and installation. 

In some cases such a _ location 
might be nearer the farmstead than 
the dam in which case less wire 


would be required. Wire costs very 
little as compared with penstock, so 


that it need not be a determining 
factor. The head is measured by 
running a level line from the levels 
of the headwater to the best location 
for the wheel and then measuring 
down from that line to the level of 
the tail water. 

The flow of water will now be 
considered. The smallest unit that 
can be bought develops %4 kilowatt 
at seven feet head. It requires 10 
barrels of water per minute. It 
would light five 50-watt lamps or run 
one one-quarter horsepower motor. 
The same unit would develop two 
kilowatts on a 21-foot head and 
would take twenty barrels of water 
a minute. This indicates that a great 
flow is required for practical use. 
This rule will guide investigators: 





Multiply the head by barrels per 
minute and divide by 200. The 
answer is kilowatts that can be de- 
veloped. Add a third to that and 
you have horsepower. 

One kilowatt will light twenty 
50-watt lamps or will run a one- 
horsepower motor. One must not 
get the idea that water power pro- 
duces electricity for nothing. <A 
very small power unit costs about 
$1,500 and with dam, flume, tailrace 
and foundations it might cost $2,000 
or more. Keeping trash out of the 


racks and other servicing duties add 
another chore to the farm work. 
The interest on the investment, the 
trouble and the annoyances of out- 
ages might equal the cost of pur- 
chased power. 





This 5 hp. motor supplies power to grind and elevate grain which is fed 
automatically from overhead bins. 


The mill will grind about ¥% ton 


of oats, 2 tons shelled corn or 1 ton ear corn an hour 
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The magic of modern engineer- 
ing and manufacturing has created a 
sensational new washer. 


The One 


Minute 29 is the answer to the de- 
mand FOR A MACHINE that 
keeps pace with modern refinement 
of home equipment and appliances. 


A value that is immediately no- 
| : 
| ticeable—Features that create 


in- 
stant desire — Performance that 


challenges any comparison. 














Get the facts on the new Arm-gla-co Tub—the Service 
Sealed Gear Case—with gears running in a bath of oil. 


The Non-porous aluminum alloy agitator—the simple 





ONE MINUTE MBG. CO., 


Newton, Iowa Dept. H.A. 
~ Send the facts on your new Model 29 to 
control—and the many other improvements. * 
Pe COC CATO KOO ROK OHH RH SS HEH ROSOK OCR CHES ASO 
Write, mail the coupon or wire for information on this out- 
standing washing machine opportunity. ME... see cece eee e cece eeee reece ceneneeeeeess 
ONE MINUTE MANUFACTURING CO a 
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Helping the Merchant to Use Light 


AZDA Avenue, a picture of which is shown 

M above, is a new street in New York City, built 

for the sole purpose of promoting better light- 

ing. It is located in the Grand Central Palace and 

merchants everywhere are invited to bring their light- 
ing problems there and discuss them with experts. 

The street is 180 feet long and 20 feet wide. A 
mirror at the end makes it appear twice as long. Along 
this street are various kinds of stores with various 
styles of show windows, a theater, bank building, auto- 
motive shop and other types of store fronts. Also a 
modern home. Inside the stores are displays of mer- 
chandise—properly lighted—the interior of the theater, 
an art gallery and a display room for electric signs. 

There is nothing for sale in these stores but, of course, 
information as to how and where the merchandise and 
especially the lighting fixtures can be bought is avail- 
able. 

Mazda Avenue is a part of the Lighting Institute of 
the Westinghouse Lamp Co. that was opened June 1 
as a permanent display for the use of light. There is 
every kind of lighting on display here except bad light- 
ing—and that can be arranged by the way of contrast. 
The idea behind the Lighting Institute is to promote 
better lighting for all purposes and to enable merchants 
to study lighting so that they may not only be better 
lamp merchants but better lamp users—using the right 
kind of lamps to sell more merchandise of all kinds. 

The display occupies the entire seventh floor of the 





Grand Central Palace. The fact that the 180 foot street 
is only a part of the exhibit gives indication of what 
awaits the visitor. The store and home displays are 
carried out in much detail. The electrical store is 22 
by 40 feet and the electric appliance salesroom is 25 by 
56 feet. Both of these store rooms have much merchan- 
dise on shelves and tables and are similar in character 
to depdrtments of a hardware store. 

There are also well lighted and equipped offices, school 
room, hallway and shop. In each of these the lighting 
is specialized to the purpose. 

One especially interesting feature is the transporta- 
tion room where miniature electric trains, such as many 
hardware stores sell, are used to show the best use of 
transportation lighting. Incidentally, if one will note 
the passage of visitors through the exhibit, he will 
conclude that electric trains are about the most attrac- 
tive merchandise he can stock. 

The Lighting Institute is available to merchants who 
wish to study lighting, singly or in groups. It is ex- 
pected that many merchant groups in New York and 
vicinity will arrange to hold meetings in the Institute 
and on such occasions special information will be pro- 
vided to help them solve their common problems. At 
intervals special courses of lighting instruction for 
lamp and sign salesmen will be arranged. 

Any display man or merchant who is interested in 
displays will find it well worth his while to spend some 
time at the Institute on occasion of a visit to New York. 























HARDWARE AGE for JUNE 20, 1929 81 





























-i - . ~ ~a + mee ee ~ 7 - +. eee =. 
a a a at Sk er ae ye ert ats, a ges 
BR Sete Sr pS ES Pe 
ae Ac rx : ert tik” is .s sa 
- pu eR Ce Pes ok pee Fe ROS is Glas 


HEN we announced the Holmes Electric- 

Refrigerator we expected that its super- 
iorities would gain prompt recognition from 
buyers. But what has happened has so far sur- 
passed our expectations that we must ask you 
to be patient. 


A tremendous popular demand for the Holmes b . : 
has sprung up, almost overnight, in every sec- 


tion of the country. Orders have been received ps 

in an increasing volume. All estimated quota Sag 
figures for the year have proven far short of Ke af 
the actual demand. . a 


To Holmes distributors and dealers, who—for Rat, 
the momert—find that their sales keep a little 
ahead of supply—we urge patience. Meanwhile, 
please remember that a continuous popular 
demand is the stuff that success is made of. 










You will always be glad you chose to handle the 
Holmes. Holmes Products, Inc.,205 E.42nd St., 
New York City; 
Works: Bridge- 
port, Conn. 
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Holmes Electric 
Refrigerators are 
available in five 
attractive house. 
hold models. 
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Electrical Goods Five Years Hence 


Being a faithful account of what a practical power company merchandiser 
told a group of interested electrical men 


ICTURE for yourself two 
dozen tired men in a smoke 
filled room. They are practi- 


cally handpicked managers, sales- 
managers, advertising managers, ex- 


ecutives of utility companies, jobbing ‘ 


houses and publishers from the elec- 


trical industry. Despite some rather .. j 
ideas of merchandising, * 


peculiar 
these men compare well in appear- 
ance and penetration with similarly 
selected men from other large indus- 
tries. 

They are all intensely interested 
in what is going on. They came to 
the meeting hoping to discover some- 


thing that will be helpful to the in- | fi 


dustry and to themselves. They are 
well sold on the premise that indus- 
try prosperity comes first and they 
must take their chance of sharing in 
it; that their personal prosperity or 
the prosperity of their company is 
secondary; that they cannot succeed 
unless the industry succeeds. So the 
question is practically: 

How can the electric appliance in- 
dustry be promoted? 

Many speakers, including a mer- 
chandising authority who had just 
completed a survey for which he had 
been well paid, had spoken. Satura- 
tion of this appliance and that had 
been given in figures gathered in 
many cities (big ones) had been 
shown on cards. Some speakers had 
given their opinions as to merchan- 
dising faults of the past and pres- 
ent. Most speakers were willing to 
forget the past except for laboratory 
results and endeavor to go forward. 

All realized that the proper thing 
had not been said. There was danger 
of a deadlock with mental fatigue, 
for the more or less familiar figures 
and theories seem like lullabies. All 
day it had been taken for granted 
that all plans would revolve around 
the light and power company—the 
central station, it is called in elec- 
trical groups. 

At this point a man who had not 
spoken all day gets up. There is a 
stir, for he is recognized as the big- 
gest practical merchandiser present. 


He is salesmanager of one of the 
largest light and power groups. He 
controls many company stores and 
spends thousands of dollars promot- 
ing the use and sale of appliances in 
a territory that supports, perhaps a 


million meters. His department is 
reputed to be the largest single cus- 
tomer of some manufacturers. Nat- 
urally he is listened to when he talks. 

“T think that we are not on the 
right track,” he said, “in placing so 
much emphasis on the central station 
for the future. There was a time 
when the central station was a very 
important factor, but as a volume 
mover it is growing less and less im- 
portant. 

“Five years hence I see a very dif- 
ferent picture. The central station 
movement of merchandise will not 
then be nearly as important as it is 
now. There is no mistaking that the 
percentage of appliance volume that 
moves through the central stations is 
increasingly unimportant. The in- 
dependent stores, those which are 
selling non-electrical household 





equipment, are giving more atten- 
tion to electric appliances and they 
are making excellent gains and they 
are doing an excellent job of selling 
this merchandise. 

“The reason for this is rather ob- 
vious. The other evening my wife 
asked me, ‘Have you seen the lamp 
display at the department store?’ In 
admitting that I had not, I asked 
her, ‘Have you seen our display?’ 
She had not and the reason she gave 
impressed me. She said: 

“‘There is nothing to take me to 
your store.’ 

“And as I see it, that is the an- 
swer to our merchandising efforts. 
Today an electric appliance is no 
longer a curiosity. There is no need 
of the average person going out of 
their usual path to see any but the 
newest appliances, and sometimes 
the stores get the new things first, 
especially the small ones. 

“It sounds perhaps like I am talk- 
ing myself out of a job, but that is 
incidental to the success of appliance 
sales. If I cannot hold a job except 
by fighting the public, I do not de- 
serve a job. I am perfectly willing to 
take my chances when the objective 
we have been seeking is accom- 
plished—that electric appliances are 
generally used in homes and the 
sales go on unrestricted by fear or 
prejudice on the part of the buyer 
or seller.” 

This man spoke briefly, as is his 
habit. A bit more freely than he is 
quoted here, but he was on the floor 
only a short time. He did, however, 
arouse his hearers. A man near a 
window raised and lowered the 
sashes and a breeze ran through the 
room, smoke disappeared, and men 
sat up straight in their chairs. 

The discussion changed. trend and 
within a few minutes the meeting 
adjourned, having referred the point 
that had served as a snag to a spe- 
cial committee with confidence that 
it would be adjusted overnight. And 
it was. As a result of this meeting 
some factory sales policies are going 
to be revised. 
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Ocean Breezes 
FOR SALE 


RESH seashore breezes for stay-at- 

homes—vacation coolness for home 
and office—that’s the suggestive sales 
punch in the strong R&M advertis- [ee 
ing now running in The Saturday 
Evening Post. It’s the kind of ad- 
vertising that makes broiling 
readers feel the heat—and phone 
a rush order for “that fan with 
the flag.” 


Robbins & Myers Fans sell on 
their reputation for dependable 
long service—backed by 31 years’ 
precision manufacture. They are 
light, sturdy and neglect-proof, 
needing lubrication only oncea 
year or so. Quiet beyond belief. 


Take advantage of this breezy 
R«M advertising mow! Put a 
display in your window to tell 
folks that you are headquarters 
for these good fans. It will pay 
you—dig! 


Robbins & Myers, Inc. 
Springfield, O.; Brantford, Ont. 


obbins & Mvers 


Fans and Motors 


The Sign 





of a Breeze 
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(orrect Voltage Lamps 


committee called attention to 

the cases, all too frequently en- 
countered, in which lamp dealers 
supply lamps whose rated voltage 
differs from the announced standard 
of service of the utility. 

The following is quoted from last 
year’s report: 

“In cases where dealers are sup- 
plying lamps of too high a voltage 
the cause is generally either the 
stress of commercial competition, or 
failure fully to realize the detriment 
resulting to all parties through that 
practice, or failure of a wholesaler 
to supply lamps of correct voltage. 

“The class of lighting customers 
who suffer most by this practice are, 
in general, the small customers, par- 
ticularly residence users, who take, 
without question as to voltage, the 
lamps offered by the retail dealers. 

“Since the lighting voltage in the 
larger cities of the country is gen- 
erally either 115 or 120 volts as con- 
trasted with a lighting voltage of 
110 or 115 in many of the smaller 
communities, it is generally found 
that where a dealer draws his lamp 
supply from a larger city the lamps, 
if they are not of the correct voltage, 
are more likely to be of a voltage 
higher than the correct voltage, 
rather than to be lower than the cor- 
rect voltage. Thus, in general, we 
find that, when a lamp is not of the 
proper voltage, it is generally of too 
high a voltage. 

“The disadvantages, which are 
well known to the companies but 
not generally known by the con- 
sumers, resulting from operation of 
lamps of too high a voltage, are: 

1. The customer receives less 
light, and at a greater cost per unit 
of light. 

2. The central station loses kilo- 
watt-hour sales due to the decrease 
in wattage consumption of the 
lamps. 

3. The manufacturer and dealer 
lose lamp renewal sales. 

“It is, therefore, to the best in- 
terest of all parties concerned that 
only lamps of proper voltage be 
used. A realization on the part of 
the dealer of the harm resulting 


[: its report of a year ago your 


© 


Cy LY lamps of proper volt- 
age for lines on which 
they are used will give eco- 
nomic return of light to your 
customers. Only satisfied cus- 
tomers are trade builders. 


© 


from using lamps of improper volt- 
age will almost invariably result in 
a change to the proper voltage.” 

Further study and investigation 
of this subject shows that in the 
great majority of cases in which 
lamps of too high a voltage are sup- 
plied, the cause is inadequate or 
erroneous information, on the part 
of the user or the distributor, as to 
the average voltage delivered at the 
lamp sockets. Lack of knowledge 
arises either from ignorance or 
from carelessness, and the remedy 
is obvious. Erroneous information 
generally results from improper 
measurement of voltage, or im- 
proper interpretation of voltage 
readings taken on the customers’ 
premises. 

For example: It is a growing 
practice to regulate the voltage de- 
livered to customers’ premises at a 
value slightly in excess of the system 
standard in order to allow for volt- 
age drop on customers’ wiring. 

If, perchance, on a system oper- 
ated with a 115-volt standard, a volt- 
age reading of 117 or 118 volts 
should be obtained at a lamp socket 


© 


THs report, made to the 

National Electric Light 
Association, is a frank discus- 
sion of interest to every lamp 
dealer. Taking voltages for 
granted is probably the chief 
cause of error. 


© 


at a time when there is little or no 
lighting load in use, or if such a 
reading were obtained at the service 
entrance under any condition of 
load, such indication might be taken 
as a basis for concluding that the 
service voltage is too high for the 
use of 115-volt lamps, and might 
therefore lead to the recommenda- 
tion and use of 120-volt lamps; when, 
as a matter of fact, the voltage drop 
due to load consumes the excess volt- 
age shown by the reading and there 
is, therefore, no justification at all 
for the customer ordering lamps of 
high labeled voltage. 


If it is made known to all lamp 
dealers that the utility will take 
voltage measurements to check its 
service in locations where a question 
has been raised as to the voltage 
supplied, there will then be no oc- 
casion for voltage measurements by 
people who do not understand the 
matter, and these cases of improper 
interpretation will automatically 
cease. 

Some cases of the use of improper 
lamp voltage result from attempts 
to compensate for the mechanical 
rigors of the service by using higher 
voltage lamps—when the only effec- 
tive remedy would be to use either 
the rough service lamp or the vibra- 
tion resisting lamp or some kind of 
shock-absorbing socket or lamp 
mounting. 

An occasional case of under-volt- 
age operation is found to be due to 
misdirected effort to economize on 
the part of the customer, whereby 
he deliberately orders lamps of 
higher voltage to save renewal ex- 
pense, forgetting—or not knowing 
—that the loss in lamp efficiency 
which accompanies the increase in 
lamp life will adversely affect the 
entire light output of the installa- 
tion to such an extent as to entirely 
outweigh the small saving in lamp 
cost. 

It must be remembered that stand- 
ards of illumination have increased 
greatly for all classes of lighting 
service in the last fifteen years. In 
industrial and commercial lighting, 
the increase in the standard of ade- 

(Continued or. page 88) 
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THE LINE DESIGNED TO MAKE 


your SELLING EASIER 
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FREED RADIO 


$99°0 






gives you the program eh <a (less tubes) 
JUST AS THE MICRO. @ “ MODEL NR-55 
PHONE GETS IT sad 8-Tube NEUTRODYNE 


for house-current operation. 


ini Push-Pull amplification. 
See Freed Radio Inductor Dynamic Speaker. 
ox seis Cabinet of Walnut veneer. 
Congress Hotel *-¢ 
during the OTHER MODELS 
thicago Trade Show at $75, $145, $172.50, $225 
June 3 to 7, 1929 (less tubes) 
Prices slightly higher 
in Canada. 


- FREED NR-55, shown here, by rights should never be listed as low as $99.50. But we have 
a two-fold object in under-pricing this attractive model. We wish to interest those of your customers 
who hitherto have felt they could not afford a really fine radio. And we desire to provide you with 
a sensational ‘‘price leader’’ to be used to attract prospects to your store. 

you. If you are familiar with the prices of other good 


radios, you will realize that this Freed Model offers you 
value which has never before been available.”’ 


The entire Freed Line is designed with an eye to meet the 
competition you will have this season. 


In demonstrating any Freed Model to a prospect you can 





truthfully say: 

“Here is a set which in those essential parts—chassis and 
speaker—represents all that Radio has to offer. 

“Notice the absolutely lifelike tone, which gives you the 
program just as the microphone gets it. The beauty of the 
cabinet speaks for itself. And now that you have heard 
what Freed Radio can do, | have an agreeable surprise for 


Freed Radio will convincingly substantiate your claims as 
to Freed performance. Freed prices furnish you with a 
most effective argument to clinch the sale. 


There may be a Freed Dealer Franchise available in your 
territory. Write or wire us for information*and an outline 
of our national advertising campaign and our comprehen- 
sive co-operative retail selling plan. 


FREED-EISEMANN RADIO CORPORATION 
122 EAST 42nd STREET, NEW YORK CITY 
A Division of Chas. Freshman Co., Inc. 
Canada: Freshman, Freed-Eisemann Radio, Ltd., 20 Trinity Street, Toronto, Ont. 


FREED 


RADIO 


Famous Since Broadcasting~ Began 


Electrical Goods Section 
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EDITORIAL PAGE 


After Summer Comes Winter 


OW we are into summer and if the merchant has 
| \ not planned some summer merchandising, why 

that’s just too bad. There is not much he can 
do about it except pick up some job lots or run a sale 
on something that is in the leftovers and we do not 
think much of either as a business tonic. If he has 
failed to plan to keep himself busy this summer, the 
best thing to do is to sit quietly and think over plans 
for next winter and, having thought, act on his 
thoughts. 





Better lighting adds attractiveness to even the 
best merchandise. 





Something Old 
Or of the first things a merchant should do in 


planning for the next season is to decide what 

it is in his store that his customers have quit 
buying and why. Perhaps they have quit buying be- 
cause the article is not in fashion and is not wanted 
—like hoopskirts for instance. Too many merchants 
keep on stocking things that sold well when they were 
boys but which do not sell now in volume to justify 
any shelf space at all. Decide to cut out several items 
that are on the dead list. 





Better lighting shows the true value of merchan- 
dise, thus cutting down returns and disappoint- 
ments. 





Something New 


VERY season should see some new merchandise 
BK in the store. Something that this store has 

never sold before. It is the only way to keep 
pace with your customers. In this day of progress, 
people are using articles this year that they did not 
use last. What are these articles? How many of them 
belong to your stock? How many of them are replac- 
ing something that you formerly sold? 





Better lighting creates an atmosphere of cheer- 
fulness which affects customers and clerks alike. 





Probably It’s Electrical 


r HE hardware merchant who thinks of new things 
is likely to think in terms of electrical merchan- 
dise. Many new things with electrical heating or 

motor equipment are taking the place of things that 
were not electrified. The merchant who neglects these 
things is going to be sadly behind the times. His lamp 
trade of old will disappear, his kitchen and tablewares 
trade will shrink and his tool trade will be seriously 
affected. 





Better lighting overcomes competition by attract- 
ing trade from the poorly lighted stores. 


As to Looks 


HEN go across the street some bright, hot day 
| and stand in the shade and look at the front of 
the store. Just how bad does it look? Is it the 
worst looking in the block—or the best? You know 
which it should be. There are many reasons for your 
store looking well. First of all, is to give a pleasant 
impression to your friends, acquaintances, customers 
and prospective customers. Every merchant owes it 
to himself, his customers and his community to make 
a good front. Besides it means profits. The store- 
keeper with a dingy, unlighted store front does not 
deserve to sell any electric lamps or paint. 





Better lighting makes it possible to use every 
foot of floor space and eliminate dingy corners. 





Consider the Front Door 


VERY merchant should give just as much time 
HK to looking at the front door of his store as he 

does to his necktie each morning. If anything, 
the front door is most important. It is the necktie of 
the store front. Many a man with a nice, new, red 
necktie goes to business through a drab, soiled, un- 
pressed front door that is plastered with transfers 
that remind of the queer looking scarf pins we wore 
many years ago. 





Better lighting doubles the attraction and sales 
power.of display windows. 





Store Beauty 


EOPLE like to go into bright, cheerful places. 
P>. they like to come into your store? Are there 

pretty, bright merchandise displays for them to 
see? /If people do come, who are they? Young, old, 
men or women? [If all kinds are coming in cheerfully, 
your store is probably all right. If any of those men- 
tioned are not coming, there is a reason and you should 
make some changes. It is a good sign when people 
come into your store to “look around.” 





Better lighting saves rent by enabling the store 
in the middle of the block to compete with the 
corner store. 





And the Ladies 


ADIES are gaining in importance as customers 
ha daily. If they do not like your store, you prob- 
ably will save money by closing it now instead 

of waiting until you go broke. Better, though, would 
be to change the store so they will like it. Think 
over the items that women are likely to have the “say” 
in buying—washing machine, cleaner, ironer or iron, 
electric table wares, paint, all cooking and table ware, 
china, oil cloth and linoleum are some. Women must 
like your store or they will not come in a buying mood. 
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®) Wagner has designed and built a good looking 


mn nh ® fan...with quiet motor, and blades whose cor- 

E M4 4 rect curve and follow-through create a long 
ngineered & 

rt strong beam of air...adjustable for speed, direc- 

Fan ® tion, oscillation. This is the fan you can sell. 











Prompt delivery from factory branchstocks in princi- 
pal cities..dealer sales helps. Ask for the Wagner plan. 


Literature on R equest 


WAGNER ELECTRIC CORPORATION 
6400 Plymouth Avenue, St. Louis, U.S. A. 


Wagner Sales Offices & Service Stations in 25 Principal Cities 
Products: FANS... . Desk, Wall and Ceiling 
TRANSFORMERS... Power, Distribution and Instrument 
MOTORS ... Single-phase, Polyphase and Direct Current 





1m QS) > Ge) > GR) 1m GR) 


63-6231-5 


Electrical Goods Section 
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Electrical Industry 
Seeks Cooperation 
(Continued from page 71) 


ing others who are selling appliances 
to be used on their lines. 





rqyHESE reports sound exceed- 
| Senos hopeful for the future mer- 
chandising policies by central sta- 
tions. If the various central stations 
over the country fall into line with 
these suggestions of leaders, they 
would at once create a situation of 
fair competition. However, it is not 
likely that this will take place to a 
degree that hardware would like to 
have it, but it certainly means that 
the conditions will continue to grow 
better. There has been much im- 
provement during the last few years 
—especially in the last year. Some 
of the most notable offenders in the 
way of giving long terms on small 
purchases and premiums of every 
sort with purchases, have quit. In 
some cases complete reorganization 
of the merchandising departments 
of central stations has been effected 
to bring this about. 

Wherever these changes for the 
better take place, it is up to those 
merchants who objected to central 
station practices to make a stronger 
effort to sell appliances. 

There is one factor that has de- 
layed an adjustment of the situation 
That is, the disposition of mer- 
chants to regard the merchandising 
situation in their town as a part 
of a national situation instead of 
tackling it as a local situation. 
It is a frequent experience that 
where hardware and other merchants 
have been dissatisfied with the terms 
on which central stations were sell- 
ing. and they went to the local man- 
ager, that he immediately took steps 
to correct what they considered 
faults. Sometimes this results in 
the central station manager permit- 
ting merchants to sell on exactly the 
same terms that he does and he takes 
over the time payment paper from 
them. 

In any case, we believe that every 
local hardware association should 
have a standing committee for just 
such situations and should seek ad- 
justment at home before making 


general complaints. 


HE merchandise and machinery 

show was a considerable feature 
of the convention. There were 259 
exhibits as against 209 last year, 
and only 41 in 1908. This year 
there was quite a sprinkling of de- 
partment store buyers present and a 
smaller number of wholesale hard- 
ware buyers. The latter seemed to 
be chiefly interested in washing ma- 
chines, ironers, electric refrigerators 
and other higher priced merchandise. 

There was not much that was 
startlingly new in the appliances, but 
there were many improvements and 
refinements. There is a decided 
tendency toward the automatic irons 
and electrical men were giving out 
warnings to merchants to buy only 
thoroughly approved automatics. 

A waffle iron that cooks curved 
waffles suitable for “hot dog” sand- 
wiches, percolators that put the 
water over the coffee but once, sand- 
wich toasters and much improved 
lamp socket cookers were some of the 
newer things. Two manufacturers 
were showing the small washer-dryer 
in one compact unit. 

Appliances presented a much bet- 
ter appearance generally. Chromium 
plate for table appliances is becom- 
in general. 


Correct Voltage of 
Lamps You Sell 


(Continued from page 84) 


quate lighting may be judged by the 
following summary of practice: 


Standard of Lighting Consid- 
ered Adequate for Industrial 
Year and Commercial Buildings 


': 1 watt per square foot 
ae 2 watts per square foot 
1929.... 3 watts per square foot 


If the increases in illumination are 
obtained by increasing lamp wattage 
without providing additional ca- 
pacity in the lines supplying the cur- 
rent, the added voltage drop may 
contribute materially to under-volt- 
age burning of the lamps. 

It was hoped that the Voltage 
Book distributed a year ago would 
rectify.the cases of improper lamp 
voltage. There has been some im- 
provement, but much still remains 
to be done. Plans are, therefore, be- 
ing made for a cooperative effort on 
the part of the central stations and 
lamp manufacturers having for an 
object the discovery and elimination 


of these remaining conditions of 
under-voltage burning. 

This effort will probably develop 
into a series of meetings, or “voltage 
conferences,” in the larger centers, 
between the utility and the lamp 
manufacturers’ representatives, fol- 
lowing which the latter, having 
definite information as to the aver- 
age voltage supplied at the lamp 
sockets, will correct such cases as 
may be found in which dealers are 
not supplying lamps of the correct 
voltage. 

Two cities (of 100,000 population 
or thereabouts) have already been 
covered in this manner, with very 
satisfactory results. In the first one, 
the operating standard was 110 
volts, and as all the larger lamp 
dealers had to carry 115-volt lamps 
for all the surrounding territory, 
they simplified their stocks by sup- 
plying 115-volt lamps in their home 
city also. 

The corrective measure in this 
case was the decision of the utility 
to postpone no longer its change 
from 110-volt supply to the much 
more universal standard of 115-volt 
supply. 


Cleaner Ships Return 
With Profits 


(Continued from page 75) 


lick the chain store and mail-order 
competition by going outside for 
business, which these others do not 
do. 

“The 370 demonstrations which 
the cleaner salesmen made in the 
first twelve months brought the 
name of our firm before our public, 
and though not all of them resulted 
in sales, we benefited by the pub- 
licity and our field learned that we 
sell the finest lines on the market. 
The cleaner is one of the most profit- 
able lines in the store, as our stock 
turned more than 12 times that year. 

“The first year showed us that in 
Corpus Christi, which, like many an- 
other town, has its high percentage 
of known impossible prospects, but 
also its percentage of certain—if 
they are reached—prospects, a cred- 
itable job can be done selling electric 
cleaners when the right methods are 
applied. But one mustn’t let what 
can’t be done obscure the view of 
what can be done, and ‘ships must be 
sent out if they are to come back.’ ” 
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Electricity’s Capital 
Requirements 


HE capital requirements of the light and power 
industry for extensions and improvements is 
graphically illustrated by figures announced by 

the Statistical Research Department of the National 
Electric Light Association comparing expenditures dur- 
ing the past three years with the expenditures of the 
railroads. The gross amount spent for new construc- 
tion by these two branches of public service during this 


period is as follows: 
Spent by Electric 





Spent by Light and Power 
Year Railroads Companies 
Bsc RSs Sonor $885,086,000 $772,515,000 
POG Uae ivies oko sass nar 771,552,000 793,744,000 
1928 (estimated) ........ 650,000,000 800,000,000 
FOU ao ia Osi cas $2,306,638,000 $2,366,259,000 


An analysis of the expenditures of the light and 
power industry is interesting. For example, more than 
twice as much is spent for the purpose of getting the 
current to the consumer as is spent to generate it. 
More than twice as much is spent for plants generating 
by steam than is spent on water power plants. In fact, 
the investor’s dollar is being split up by the industry 
approximately as follows: 


For steam generating plants ................. 19.7 cents 

ANE WE: OUNCE DIMUES 6555 SUSE eee cecsese 8.8 cents 

ge eS er 17.7 cents 

FOr GiStHIDUGNG GYSUCMB 66. ci cece ce cess 27.7 cents 

MEIN Soh. o-55 05S bt seen ce sales 15.0 cents 

EOE E OEE ET eee TT 11.0 cents 
ES AGF o ss BiG eRe sd ca eR a $1.00 


It should be emphasized that, of all the money which 
is being spent for the extension and betterment of the 
light and power service of the United States, less than 9 
per cent is going into hydroelectric development. This 
is directly in line with the statement made by Thomas 
A. Edison recently calling attention to the fact that the 
importance of water power is waning and that advance- 
ment in the art of generating electricity by steam is 
the outstanding problem engaging the interest of the 
industry. 

It is interesting to note that the annual requirements 
for new capital of the light and power companies is 
approximately four times the total investment 40 
years ago. 


Cooperation 


OOPERATION, as we understand it, is two or 
C more persons or firms acting for mutual benefit, 

which usually means that both must give up 
something, as well as gain something. If an electrical 
goods dealer expects the light and power company to 
help him, he must do something for the power com- 
pany; say quit selling sub-standard appliances. These 
appliances give the light and power companies much 
trouble through short circuits and the like and are 
actually dangerous. The dealer who expects help, must 
also help. 
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Confidence in PAampion 


Brand 


Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sell them. 









Consolidated Electric 
Lamp Co. 
140 Maple St., DanVers 


Mass. 
“Licensed under the General Elec- 


tric Company’s Incandescent Lamp 
Patents.” 
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all WASHERS in its elass | 
Never before 

such QUALITY at a MODERATE PRICE 


APPLICATIONS for DEALERSHIP should be made prompt! H 
to THE FREDERICK CO., 100 West Monroe Bldg., Chicago, Ill. |) 
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A Maytag Product 











1-ROTOMATIC 

2—COLOR 

Color clinches the sale that the 

exclusive Rotomatic Switch starts. 

Order from your jobber today. 
At all dealers 

FRENCH BATTERY COMPANY 

Factory: Madison, Wis. 


Sales Office: 30 N. Michigan Ave., 
icago 


ROTOMATIC 
SEARCHLIGHT 











Stop in 


We will be glad to help you 
with your sales problems. 


239 W. 39th St. 
New York City 


Hardware Age, 
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New Goods to Sell 


The New Easy 


Universal Automatic Toaster 


In this toaster the bread is ejected 
at time set by indicator without inter- 
rupting the flow of heat, so that the 





second loading starts to toast at once. 
The toaster does not cool until shut off. : ; , 
Nickel finish and embossing make it This new Easy wringerless washer is 
ornamental. Landers, Frary & Clark, made in both suction and agitator type, 
New Britain, Conn. thus offering choice to the customer. 


Rinsing can be done in the damp-dryer 
compartment without lifting the clothes. 
32-Volt Toaster It is said that clothes taken from the 
damp-dryer can be line dried in the 
The makers say that by combining house and ironed the same day. The 
three heating elements they get 110- damp-dryer will operate while a second 
volt results from this 32-volt toaster. tub of clothes is being washed. Eight 
pound capacity. Syracuse Washing 
Machine Co., Syracuse, N. Y. 


Six Inch Cooking Unit 











Two slices are toasted at one operation. 
Dimensions of body 6% x 7 x 7 in. 
Special merchandising material fur- 
nished. “Double Action” Electric Co., 
Grand Rapids, Mich. 





This new table stove is recommended 
for hot weather cooking for the home. 
Multiple Table Plug The six-inch heating unit quickly devel- 

é oped enough heat for all breakfast cook- 
_ A multiple table plug averts many ery and for all open top cooking for 
inconveniences for the lady who serves other meals without heating up the 
from appliances. By connecting such a house. Baked enamel frame, nickel 
device as the Quartap, illustrated here, plated legs—easy to keep clean. Metal 
she has within reach opportunity to at- Ware Corp., Two Rivers, Wis. 


Eveready Table Model 











tach four appliances or lamps. This one 
is made in four-leaf clover design, 342 
in. diameter, % in. high, four rubber 
feet to prevent slipping or marring 
polished surfaces. Made of red or black Chassis of table model Eveready is 
bakelite. Connecticut Electric Manu- same as 1930 models already described. 
facturing Co., Bridgeport, Conn. National Carbon Co., New York City. 





Brammer Washing Machines 


The Thrift model Brammer washing 
machine shown here lists at $99. The 
De Lux by the same company lists at 





$120. Jobber connections are being 
made. The manufacturer says of the 
Thrift—6-sheet capacity, nickel lines, 
copper tub, swinging wringer locks in 
four positions, % hp. motor, all moving 
parts under tub, very little oiling, jade 
green finish, improved agitator system. 
Brammer Washing Machine Co., 
Davenport, Iowa. 





A New Radiola 





A new Radiola combination for AC 
electric operation for the low priced 
market is announced. This model is 
designated as Radiola 33, console type. 
Finish is African mahogany style. 
Radio Corporation of America, 233 
Broadway, New York City. 
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New Goods to Sell 


Star-Rite Exerciser 


This exerciser is mounted on a small 
table, equipped with a rigid self-bal- 
ancing platform which folds close 
against the stand when not in use. Ex- 





perience has shown that the vibration 
of these exercisers is not suitable for 
tables, plastering and tiles when no 
mounting is supplied. The motor speed 
is 1725 r.p.m., but by special adjust- 
ment this speed is reduced to 625 r.p.m. 
in vibrating arms, which manufacturer 
says is right for stimulating massage. 
Wide and narrow belt and hand grips. 
Finish in French gray. Retail price 
= Fitzgerald Mfg. Co., Torrington, 
onn. 






Simplex Chromeplate Iron 





Chromeplate was selected for the fin- 
ish of this iron because of the high tem- 
perature of discoloration. Nickel dis- 
colors at about 550 degrees, chromeplate 
at 750 degrees. As chromeplate is also 
highly resistant to other causes of dis- 
coloration, it is expected that this iron 
will retain its newness indefinitely. 
Green bakelite handle with comfortable 
grip. Unbreakable plug with special 
ball grip for removing. New heating 
coil is said to speed the heating. Sim- 
plex Division of Edison Electric Ap- 
pliance Co., 5600 West Taylor, Chi- 


cago. 


Fifteenth Anniversary Radio 


This Zenith receiver, called the 
Fifteenth Anniversary model, incor- 
porates automatic tuning, screen-grid 
circuit, dynamic speaker, fully shield- 





ed, employs 8 tubes with rectification. 
Special effort to supply high grade 
radio at popular price, $175. Zenith 
Radio Corp., 3620 Iron St., Chicago, Il. 




















more business. 


SOLD BY 
JOBBERS 
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GENERAL OFFICE 
AND FACTORY 


————— 
REVUE Pe eres a we sw © ef oe ® 


You can sell this Hygrade Lamp 
to Garages 


In a garage, where lamps are used on extension cords — sometimes 
swinging against the wall; sometimes dropping to the floor; 
and always in danger of being hit — it isn’t reasonable to 
expect that a standard lamp will survive such rough treat- 


ment. 


But try the Hygrade Rough Service Lamp! 


Here’s a lamp built to withstand hard knocks. It is capable of enduring 
abuse and still living to the end of its guaranteed life. Inside frosted, too. 
Easy on the eyes, and one of those EXTRA PROFIT lamps which bring in 


HYGRADE LAMP CO 
SALEM Mass 


Licensed under General Electric Company’s Incandescent Lamp Patents 


 Operrrreret ae ae hae ee a ee a a ee 








Diagram shows rigid 
construction of fila- 
ment. Thi lamp is in- 
side frosted —5 O watts 
A 19 bulb. 
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They set up a how 
Wolves of Lenox! 


ye mechanics the country ever—men 

are proud of the work they do— 
We sense the difference in these 
super-strong, long-lasting blades—call for 
them by again and again! Their 
demand for quality means les volume 
for the dealer—turnover—profits! 
Attractively packaged—well advertised— 
let us start to sell these Packs of Lenox 
Wolves in your territory for you. 


"The Tools in the Plu Bex 


AMERICAN SAW & MANUFACTURING COMPANY 
Springfield Massachusetts 





@ (LENOX) 








Starrett Steel 
Tape No. 
530 


The . 
most popular 


low priced 
tape is the 


Sell Starrett lools 





Robertson “Horseshoe Magnet” Hammer 


The best permanent magnet hammer on the market. 
A PRACTICAL: AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 





THE HAMMER 
HOLDS 
THE TACK 











Awarded Silver Medal Panama-Pacific Exposition 


Name and design trade marks registered U. 8S. Pat. Off. 


ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 








STRATTON!: 


GooD 
wooD 
HANDLES 


Plain, or Enameled 
IN COLORS 


Stratton Mfg. Co., Stratton, Maine 


For Small Tools, 
Utensils, Electri- 
cal Goods, Etc. 
<oneiggnd both 


air 
ae" 








ARMSTRONG BROS. ©) 


Saunders Type Pipe Cutter 


With this cutter the hardened steel rollers 
eliminate the burr raised by the cutter 
wheel. The point of the screw is hard- 
ened and bears on a hardened tool 
steel insert. All parts are carefully 
machined and are interchangeable 
with similar parts of standard 
makes. Write for Catalog P-10. 
Other Pipe ARMSTRONG BROS 
Cutters from the TOOL CO. 
Line of Better Pipe 
Tools include the 
Barnes Type Cutter and 
the Armstrong Bros. Im- 
proved Heavy Duty Cutter. 


“The Tool Holder 
People” 


314 N. Francisco Ave. 
CHICAGO 





“IVES” Patent Ventilating Lock 


) ag 


sate Se | Window Menafacterers of wa aed 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 











ERS CUSHION TIRE 
\STORE LADDERS 


j Insure perfect shelf service for any 









































line of merchandise. Deep tread steps, 











= oe gy d spaced, with convenient full 
= length handholds on both sides of 
ty, “Clie: ladder permit mounting or descending 
— ease. Both ds free to remove 
replace stock without danger of fall- 
Ing. Cushioned 7 Tired Trolley and Truck Wheels elim- 
a —— and —— vibration. Erection as simple 
B,C. Utilize small space. Make top shelves 
Sip available for stock paseeaes, poses. One style— 
neat of design—nicely finished—any height ceil- 
ing. Thousands in use. Circular on request. /? 


me FEMYERS & BRO.co, 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 











Known and Trusted 
for their unfailing 
accuracy— 

IBS 


BROWN & SHARPE 
Mele) A 


““World’s Standard of Accuracy” 
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MASTER PLIERS 


Unbreakable—Guaranteed 


HE powerful compound leverage design means easier cuts, 
longer life, greater usefulness. 


Investigate the sales possibilities 
of Master Pliers. Order from your 
jobber. 


MASTER 
PLIER CORPORATION 


7328 Harrison Street, Forest Park, Illinois 





Simplex 
Screw Jacks 


Sell on Sight! 


Their Visible Screw, Stability, 
Workmanship & Duco Coloring 


Create Sales Appeal .. 


im plex Lever Jacks, 
nn Pipe Pushers 
Templeton, Kenly & Co. and Trench Braces 
EST.18939 hz y be > f ‘ 
Chicago, IIL, U.S.A. "awe. 





PAINE 
SPRING WING TOGGLES 


are used for attaching any ob- 
ject to a hollow wall or ceil- 
ing. 

They work instantly in any 
position in any hollow ma- 
terial. 


The SPRING Does It 


Catalogued and stocked by a 
majority of the Hardware, 
Electrical, and Plumbing 
Jobbers of the country. 
Samples and prices on re- 
quest. 


The Paine Company 7 ’paraiy's.Wiw Yoru'h. 'Y: 














‘Motor Car 
Dusters 


Skunkhair 
Gum handle 


WILLY EISENMENGER 
Ludwigsburg (Germany) 








Handle the Nesco line and sell 
more ovens. Here are features that 
mean more sales. Full tin lined 
—double walls, asbestos insulat- 
ed—heat indicator—air circula- 
tion—heat deflector--two locks. 
Specify ‘‘Nesco’’to your jobber. 
Nationa ENAMELING AND 
Stampinc Company, Inc 


13 12th St., Milwaukee, Wis. 


NESCO 
OVENS 


The Nationally 
Advertised Trade Mark 





Decorative 


Moore Push-Pins 
To “Hang Up Things” 


are steady sellers 
_ wherever displayed 


3 sizes, 6 colors, Gilt Decorations 


Our Style “W” Assortment contains 
48 10c. blocks. Attractive Discounts. 


MOORE PUSH-PIN COMPANY 


Wayne Junction, Philadelphia 





tes 
434 
Een, 


GAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord’”’ 
OTHER BRAIDED CORDS * COTTON TWINES 


Send for catalogue, samples and selling information 


THE MARK of AGOOD MOWER 
eae - | 








oh icatesee 
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Classified Opportunities 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED a RATES 


Positions Wanted Advertisements 
50% off rates quoted 





Address your advertisements and replies to 





Minimum of 6 lines... .$3.00 
each saddened line 60 
pitals, Minimum of 5 lines. 

oy additional line 
Average 10 words to a line 
Allow One Line for Keyed Address 





Samples of merchandise, literature, catalogs, etc., on prey 
to 


be addres: 





Hardware Age, Classified Opper- 
tunities, 239 West. aa St.. New 


Discounts for Classified Advertising York 
4 insertions, 10% of) 8 insertions, 15% 
° 





Harpware Ace is published each Thursday. 
Forms close Nine Days ae to date of 





Remittance Must Accompany Order publication 


more - on oiay reforwarding postage should not 
ox numbers. 





BUSINESS OPPORTUNITIES 





POSITIONS WANTED 





q 





90 Year Old Hardware Business 


FOR SALE 


As a Going, Prosperous Concern 


Reason: To settle a partnership. 


Business: Wholesale Hardware—Mill Supplies—Paints 
—Chemicals—Builders Hardware, etc. 
Also a new Retail Department laid out on most 
modern lines. 

Location: Harrisburg—“The Heart of Distribution” 
with overnight freight deliveries to all points in 
Central and Southern Pennsylvania. 


Act Quickly: The property and building are rented to 
others and must be vacated immediately. 

Condition: The stocks are new and clean and represent 
many agencies and territorial franchises. The busi- 
ness bears the highest reputation for honesty and 
progressiveness and has been continually prosperous 
for 90 years. The largest and best known distribu- 
tor of hardware and mill supplies in Central Penn- 
sylvania. 

For Sale: The stock, furniture and fixtures (new), ma- 
chinery, office appliances—good will and complete « 
records of all sorts. Use of Gilbert name under 
certain conditions. 


HENRY GILBERT & SON 
400 S. Second St., 


Apply in person to the partners (not through brokers) 


Harrisburg, Pa. 














FOR SALE—New York City. Hardware housefurnishing auto sup- 
plies store. Best location. Good clean stock. Store established over 
40 years. Heller fixtures. Owner forced to sell on account of poor 
health. Quick action required. SOL ORSOLEK, INC., 849 Amsterdam 
Ave., New York City. 


FOR SALE—GOOD HARDWARE, tinning and plumbing business 
in one of the best rural sections of Pennsylvania. Very fine opportunity 
for a good hardware man or craftsman. Will invoice about $18,000. 
Address Box I-400, care of Harpware Acz, New York. 


FOR SALE—Retail Hardware Store. Situated in Western New York, 


Stock inventories about $14,000. Building for sale to settle estate. Ad- 
dress Box I-414, care of Harpware Acz, New York. 


POSITIONS WANTED 














HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 
MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 








Z I 








HARDWARE man with executive experience desires location where 
an interest in the business may be purchased or where the owner wishes 
to retire from active management. Will also consider the Bw of 
entire business. Address Box 1-417, care of Hardware Age, 





SALES ACCOUNTS WANTED 


FACTORY REPRESENTATIVE—Twenty years successful business 
with the Furniture, Carpet and Hardware trade of Eastern & Centr. 
Pennsylvania and Southern New Jersey, is open for a snappy addition to 
his several, well established lines, carries own accounts car | Scone all 
bills. Address Box 1-418, care of Hardware Age, N 











HAVE JUST FORMED direct factory agency selling to jobbers, and 
dealers. Territory to be covered: Maryland, Pennsylvania, Delaware and 
Washington, D. C. Lines desired: Hardware, Auto Accessories, Scales, 
Cutlery, Bird Cages, Tool Boxes, Golf, Sporting Goods, etc. Store offers 
in full. Dept. H. 211 N. Gay St., Baltimore, Md. 


SALES REPRESENTATIVES WANTED 


SALESMEN: CALLING ON RETAIL TRADE to sell patented ——* 
washer as side line. Real household labor saving device. Sells on sight 
Large repeat business. Liberal commissions. Territory still availa le, 
New York City, Southern Jersey, Maine, New Hampshire, Rhode Island, 
Pennsylvania, West Virginia, Minnesota, Iowa, California, Oregon Wash- 
ington. Wonder Window Washer Corp., 31 East 10th Street, New York. 














Manufacturer with established reputation wants salesmen calling regu- 
larly on retail hardware dealers to handle highest quality sharpening stone 
assortment as side line on commission basis. Dealer makes 100% profit 
on small investment. The kind of goods that sell readily and repeat. 
Liberal commission. Carry one small sample. Address Box I-383, care of 
Harpware Acz, New York. 


REPRESENTATIVES WANTED—To sell high grade white and col- 
ored enamelware. Exclusive territory to producers. Commission basis. 
Prefer salesmen covering territory in car handling one or two non-conflict- 
ing lines. Give detailed information as to experience and _ aualifications, 
otherwise application will not be considered. THE STRONG MANU- 
FAC TURING COMPANY, Sebring, Ohio. 











SAL ESMEN—calling upon well rated hardware dealers. We manu- 
facture a staple line of tools and our new sales proposition appeals to the 
independent retail dealers. Advise territory covered _and lines yon are 
now representing. Liberal commission. Address Box 1-419, care of Hard- 
ware Age, ee 





WINDOW DRESSER—Show Card Writer. Ad. Writer—Reliable, ex- 
yerienced producer desires location preferably Metropolitan Area or New 
Jersey. Personal Interview solicited. Address Box I-420, care of Hard- 
ware Age, N. Y. C. 





ROPE SALESMEN WANTED in all territories—100 per cent pure 
Manila rope 17c. Ib. basis. Fast selling side line, five per cent commis- 
sion. UNITED FIBRE COMPANY, 62 South Street, New York City 
(Foot of Wall St., and East River). 
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Classified Opportunities 








SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 





SALESMAN, COVERING NEW YORK AND NEW JERSEY, call- 
ing on stove and hardware dealers to sell on a straight commission, a 
manufactured line of Globe stoves, wood and laundry, water fronts, stove 
castings, cesspools, slop hoppers, clean cut doors, water heaters, quoits 
and a large number of other articles that we manufacture. We have 
quite a number of good established accounts. Prefer a man with stove 
experience and must furnish reference. Address Box I-402, care of 
HaArpware AcE, New York. 


WANTED—First class builders’ hardware salesman to represent a 
well established eastern manufacturer, in the Middle West. Must be able 
to produce results. Give complete information in first letter. Address 
Box I-399, care of Harpware AcE, New York, N. 

SALES REPRESENTATIVE WAN TE D—C ommission n Salesman i in 1 each 
state calling on retail hardware trade to sell a high grade line of small 
tools. Address Box I-416, care of Hardware Age, N. Y. C. 

















SALESMEN from Coast to Coast calling on Retail Hardware, Sporting Box I-415, care of Hardware Age, N. ¥ 


Goods, Variety and Department stores to sell as side line, the most at- 
tractive and popular priced DOG BLANKET ever offered. No compe- 


tition, 


Howard Clarke & Co., 223 W. Jackson Blvd., Chicago, III. 








epresented. Address Box H-638, care of Harpware Acg, 


WANTED SALES REPRESENTATIVE—Desirable item for Hardware 


Jobber Salesmen. Write stating tersitory covered and experience. Address 





‘ mi COMMISSION SALESMEN IN EACH STATE for manutacturer vu: 
EASY SELLER. Liberal Commission, pocket sample outfit. | nand tools and hardware specialties. Advise territory Sad i ee 
ew York City 











Many Sales Helps for the 
Live Hardware Dealer 


Manufacturers recognize the dominant selling power of 
the Hardware Age family of readers who do the great bulk 
of the business in the hardware field. 


This recognition is reflected in the advertising of these 
manufacturers in Hardware Age which, because of its vol- 
ume, diversity and high quality, has great business value for 


the dealer-reader. 


Get into the habit of reading carefully the manufacturers 
sales messages contained in the advertising pages. They will 
give you many valuable ideas on salable merchandise and 


successful selling methods. 
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INDEX TO ADVERTISERS 





THE APVERTISERS INDEX is 


published as a convenience and not as @ par 
No allowances will be made f 


t 
or 


of the advertising contract. ery care will be taken to index correctly. 


errors or failure to insert. 





ee ere ry — 
Acme White Lead & 

A ES a ere ee -_ 
Addison-Leslie Co. 
Aero Model Co...... 


Alabastine Co. 


Color 


Hamilton Institute.. - 

| A 5 eae -- 
Allith-Prouty Co. 
Almo Trading & Imp. Co...... _- 
Altorfer Bros. Co............. —_ 


Aluminum Wares Association... — 


Alexander 


American Brass Goods Co..... — 


American Chain Co... 
Flyer Co -- 


American 


American Fork & Hoe Co 


American Gas Machine Co — 


American Handle Co 


American National Co......... -- 
American Nut & Bolt 
Co. 


American 


Fastener 
American Saw & Mfg. Co...... 92 


American Screw Co. 


American Sheet & Tin Plate Co. — 


American Steel & Wire Co..... 17 
American Telephone & Tele- 
NG raw ske Sis xG ics 532 - 


Animal Trap Co. of America.. 


Anti-Borax Compound Co...... — 


eetele My. Oe:............. -- 
Armstrong Bros. Tool Co...... 92 
Armstrong Mfg. Co............ 

Art Metal Works.............. ~ 
ve et ee 20 
Atlas Tack Corp.............. 18 
Atomister Corp. .............. _ 

B 
Babcock Co., The W. W.. 55 


Baeder-Adamson Co 


dS, 
Banks Steel Post Co... 

Barney & Berry, Inc.......... 
Bassick Co. 


Bernz Co., Inc., Otto.......... _- 
Bethlehem Steel Co........... 14 
Birtman Electric Co........... a 
Bissell Carpet 

Blair Mfg. Co —_ 


Sweeper Co.... — 


Bommer Spring Hinge......... 
a oe | le eer 
Boston Woven Hose & Rubber 
Boucher Mfg. Co., H. E....... 
Benth Bite. Ce, £2 B.sisccsess 
Braimerd Mig, Co... ..ccrceces 
ON, SOE, cwentvecec es ® 
Bridgeport Chain & Mfg. Co.... 
Bridgeport Hardware Mfg. Co.. 
Bridgeport Screw Co........... 
Brown & Sharpe Mfg. Co...... 
Srush-Nu Co. 
Buffalo Wire Works Co., Inc... 
3unting System, The 
Burnley Battery & Mfg. Co.... 


Burton Boston Brush Coc....... 


Cc 


Carborundum Co. 
EE are ree 


Chase Brass & Copper Co...... 


Chevrolet Motor Co............ 


Chromium Engineering Corp... 
ee Oe ee eee 


Clayton & Lambert Mfg. Co.... 
Cismasn Baws, Babs oc ccsvcccce 
Cleveland Stone Co., Inc....... 
Cleveland Twist Drill Co....... 
Cleveland Wire Spring Co.... 
eee GRE. Siw sesisc eens 
Coldwell Lawn Mower Co...... 
Coleman Lamp & Stove Co.. 

Columbian Rope Co............ 
Vise & Mfg. Co.... 


Comestoga Corp. 


Columbian 
Congoleum Nairn, Inc.......... 
Consolidated Electric Lamp Co.. 
Continental Screen Co.......... 
Continental Steel Corp.......... 
Cook Company, H. C.......... 
Cook’s Sons, Inc., Adam....... 


Ss Is ON Baa cnedcknbeseeed 
Covbin BSotew Coop. .aiceces: 


Ceres Gs Sisin.c ss s0t:bss:0 


Crescent. TO Bihsviadascanss sss 
Cronk & Carrier Mfg. Co...... 
Crown Cork & Seal Co......... 


Cyclone Fence Co.............- 





ee a oe - 
Capital Furn. Mfg. Co.......... - 


Chenery TH Bans, Boiccccccccactse - 
Chicago Flexible Shaft Co...... - 
Chiczgo Roller Skate Co....... - 


Chicago Spring Hinge Co....... - 
Chipman Chem. Eng. Co....... - 


Cees: Se Gn ive ia cae cts as - 


Corbin Cabinet Lock Co....... - 


Corning Glass Works.......... - 
Cortland Grinding Wheels Corp. — 


Sey avateencrste see kkse nen -- 


OE Do ere —- 





Daisy Mfg. Cc 


Day-Fan Elec. Co.........2-+0. - 


Dazey Churn & Mfg. Co...... 
De Laval Separator Co........ 
Demco, Inc. 
SS ee 
Detroit White Lead Works..... 
Dexter Co. 
Diamond Calk & Horseshoe Co.. 
Dickson Weatherproof Nail Co.. 
a ag Ran iiseseceg ces 
Display Material Co............ 


Disston & Sons, Inc., Henry.... — 


Dixon Crucible Co., Joseph..... 


Domes of Silence, Inc......... 


98 


Oe eee — 
Duluth Show Case Co.......... - 


Du Pont de Nemours & Co., 


OE a ee eee 
Eagle-Picher Lead Co........... 
Eastern Nail Co..........sce0es 
Eastern Tool & Mfg. Co....... 
Easy-Hone Co. 
Eclipse Machine Co........... 
Edison Elec. Appliance Co..... 
Edlund Co. 
Eisenmenger, Willy ...........+- 
Baas TAS Ges sc cine c ev cactis 
Endicott-Johnson Co. 
Enterprise Mfg. Co..........-. 
ae eee ae 
Evansville Tool Works........- 
Beermeiy €6., THO .sccsvoseces 


Dele BW bic cvivacssesseses 
Fairbanks Co. ........ccesseces 
Fairmont Tool & Forgings Co.. 
Fate-Root-Heath Co. .......-..-- 
Faultless Caster Co..........-- 
Favorite Stove & Range Co.... 
Federal Enam. & Stpg. Co.... 
Federal Washboard Co., The... 
Fitzgerald Mfg. Co............ 
Flexible Steel Lacing Co....... 
Wartberw Bite. Ce...ccccoccses 
Foster Bolt & Nut Co.......... 
ee Fe Sr 
Frederick Co. 
Freed-Eisemann Radio Corp..... 
ee errr rr ry 


G 


Gendron Wheel Co............+ 


General Fireproofing Co........ 


89 
85 
89 





General Wheelbarrow Co.......- 
Geneva Mfg. Co.........+.--05 
Getz Power Washer Co........- 
Giesling, Hamil oc0.0.cvcccccces 
Gilbert & Bennett Mfg. Co..... 
Gilbert Clock Co., Wm. L...... 
Gillette Safety Razor Co....... 
Globe Vacuum Bottle Co....... 
Good Housekeeping 
Goodell-Pratt Co. ...c..scceses 
Goodrich Rubber Co., B. F., 

WE ah se ancens ode wnedae sane 
Grand Rapids Hardware Co.... 
Granite State Mowing Machine 

AD, kaveee noses sono is0ssd 0860 
Greene, Tweed Corp. of N. J... 
Greenfield Tap & Die Corp..... 
Grottice Teel Co..56cscescseee 
on Se a are 
Guardian Mfg. Co............ 


H 


Hardware Age Catalog......... 
Harrington Cutlery Co......... 
er Gee We Coca ccsscaee 
Henckels, Inc., J. A.....-.0- 
Hercules Powder Co.........-. 
Hercules Prods., Inc........... 
Hibbard, Spencer, Bartlett & Co. 
Hillerich & Bradsby Co........ 
SS rere reer ra 
Holmes Products, Inc........-- 
Holzindustrie Stadtilm 


Hoover Co. 
Hoppe, Inc., Frank A.......-+ 
Horton Mfg. Co..........-+ee0% 
Horton Mfg. Co.........-seee0% 
Hotel Gibson 
Household Magazine, The...... 
Huenfeld Co, E. H........--+- 


I 


Imperial Bit & Snap Co........ 
Independent Lock Co........-- 


Indianapolis Cage Corp......--- - 


Indiana Rolling Mill Co........ 
Indiana Steel & Wire Co...... 
International Nickel Co........- 
International Silver Co.........- 


Ives Co., 


Jennings Mfg. Co., Russell..... 
Johaneson, Wales & Sparre, Inc. 
Johnson Arms & Cycle Works, 


Iver 


59 
81 


68 


52 
64 





THE DASH (—) 


INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR 


IN THIS ISSUE 
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INDEX TO ADVERTISERS 





THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. very care will be taken to index correctly. 
No allowances will be made for errors or failure to insert. 

















K Nelson Mfg. Co., Inc., L. R..... — | Richards-Wilcox Mfg. Co....... 51 | Three-In-One Oil Co............ _ 
ae a __ | New Delphos Mfg. Co........- — | Richland Rubber Co............ — | Tilley Ladders Co., John S.... - 
Kelly Axe & Tool Co iat New Jersey Zinc Company...... == | Bisson Co., Oatar C......00cse8 — | Toledo Metal Wheel Co........ _ 
Dishes Misties- Co ; i = New York Knife Co........... - | Robbins & Myers, Inc.......... 83 | Toledo Wheelbarrow Co........ ~- 
Saunas Biter Co <a New York Wire Cloth Co..... - Robertson, Arthur R.......... 92 | Teemeet Mall Co... oc ccsccciess - 
Sepstess Sted & Wise Co __ | Nicholson File Co...........-- 6 | Rose Mfg. Co., Frank.......... — | Trimont Mfg. Co.......s0..00- ~- 
Kilborn & Bishop Co 98 Nilco Lamp Works, Inc........ 76 | Rose & Brothers, Wm......... Tiel Be ase ins. 05s Sunes — 
i telt: Waa: oe Norcross & Sons, C. S.......... o—? 21), Se ENS oeeky et aies Ohd Tubular Rivet & Stud Co...... 7 
isin & Sons. WE - __ | North Bros. Mfg. Co........... =| Ruby Chemical Co.........5... - Tucker Duck & Rubber Co...... _- 
Kohler Die & Specialty Co..... — Norton Door Closer Co........ = Russell, Burdsall & Ward Bolt Turner, Day & Woolworth Han- 
Kokomo Stamped Metal Co..... = eS ee ee 1 OGM ih iosnc erent ete cus quae = 
» ee = Oo Russell Cutlery Co., John...... - 

Brahh Bria. Te...6. nc eis — | Octigan Forge & Mfg. Co...... — | Rutland Fire Clay Co.......... U 
Oliver Iron & Steel Corp....... -- 
L Oneida Community, Ltd........ — s Union Fork & Hoe Co......... - 
ee ae ae a ae One Minute Mfg. Co.......... 79 Union Hardware Co.........-- - 
ica, The _. | Ontario Knife Co............4. — | Sacks. Inc., Louis __ | Union Steel Products Co........ - 
We SEY Y EPO eer eT Poe : s, Ta i rere eee ie i Se a ae 
Lamson & Sessions Co.......... — | Osborn Mfg. Co..........-++.. “~~ | Samson Cordage Works....... 93 a meng nei geliens 
Landers, Frary & Clark....... 73 | Osborne & Co., C. S........05- 64 gE | ar - asa np wage bie a: 
> > shers Doce occog 
Libby-Owens Sheet Glass Co... — Oswego Tool Co........+-++++. ade nn eo 13 : _— . as A i 
J. S. Cartridge Co... .csccceees - 
Lidseen Co., Gustave.......... 56 SOON UNE 5a aves eda s.ee ne 63 : ane os - F c 
i ; 3. oa & Forging Co..... 
I eR as sinc eels ose ca dere — Pp Sent Ry Cher esse occas 64 ae wre e 
._ oo. Le Deeeossesesesese 
Liquid Veneer Corp............ om. ed aes to Schollhorn Co., William......... ¢ - oe 1 Goods C 57 
"awe Steel .& Wire CO. ccs ceese _ Jniv 2 } , oods ree b 
Lively Lad Mfg. Co........... eee g, | Schrade Cutlery Co.......22... pee eli 
ee. a ee ee REG? Schumacher Co., F. E.......-.. ; 
. Panco Rubber Co.......ccecce -- 
ea er ee an ener c Scott-Bansbach Mfg. Co........ —_ Vv 
arker-Regan Corp. ........... - 
Lupton’s Sons Co., David....... : : . ; ae og. er - 
Patent Novelty Co............. — Wateeee Olas dsos.c-ce0ces-o 5 — 
, i Segal Lock & Hardware Co.... - s 
M Peck, Stow & Wilcox Co....... 8 : Vaughan & Bushnell Mfg. Co... — 
. ; Shapleigh Hardware Co........ iy : 
™ Peerless Handcuff Co.......... -- . We Oe oe civ ce ccaadunwes 98 
McKinney Mfg. Co............ 22 i Sheet Steel Trade Extension 

ae Penn. Lawn Mower Works..... 93 i Mistsdie Thad Cb... cn cicccsscaves os 
Malleable Iron Fittings Co..... - REE ecu acecensessess 

a Perfection Stove Co., Inc...... -- We, 6 ic accccavcisseuns a 
Mansfield Lock Washer Co..... _ : Sheffield Bronze Powder Co..... - ¥ 

m Peters Cartridge Ei adteed eee es _ ‘ ¥ Voos Company, asad carn aire _— 
Mansfield Tire & Rubber Co... — Phenix Mfe. C. Shelby Spring Hinge Co....... : 
enix EMG ET US cewe bale nie -- 
Marshalltown Trowel Co....... _ ¥ bs Sherman Mfg. Co., H. B....... _ 
‘ Philadelphia Lawn Mower Co.. — Nera: 
Martin-Senour Co. ..........-. — | Pike Mfe. C Sherwin-Williams Co. .......... - Ww 
ge aS A eee Pe er _ 
Martin Varnish Co............ _ : - . z Showearder, THE. cisccccsccss: - 
Pittsburgh Plate Glass Co..... — E a Wade & Butcher Corp......... _— 
Marvel Rack Mfg. Co.......... i Oiler C Sidway-Topliff Co. ............ sage - 87 
Pee CE OM cs dwigicdcasecas ~- y Fle ‘ oa ee 
Master Piter Corp:...606.60s: 93 3 ge Go a ae — Wage Snete Cerperatien 
4 i ER eee eee a f 2 . Wrateretle ©. oc isikccticcsccve _ 
Mattatuck Mfg. Co............ —— . Simonds Saw & Steel Co....... -- 
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“TWISTAR” Drills 


Trade Mark 


There with the Twist 
and the Proper Steel 


Examine the peculiar twist you find in 
‘‘TWISTAR’? Drills. Test the bit- 
ing ability of their Special Alloy DROP 
FORGED Steel. The twist is the best 
there is—the steel is 


‘KILBORN STEEL 


which also is the best—the toughest drill 
steel made. With that twist, 
‘‘TWISTAR’”’ Drills clear away their 
chips better than other Star Drills can. 
And with that steel there’s no stopping 
them when they start. 
Your customers want ‘‘TWISTAR’’ 
Drills. Made in thirteen sizes: 144” x 12” 
to 1” x 24”. We originated them and 
know how to make them. 
‘Green Line’’ Tools 
include Cold Chisels, Punches, Box 
Hooks, Drills, Screw Drivers and many 
other tools required for heavy duty and 
fine work. 
Write for Complete Catalog. 
THE KILBORN & BISHOP CO. 
196 Chapel St., New Haven, Conn. 


Manufacturers of the 


“GREEN LINE” TOOLS 


J. S. Pat. Office 

















Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. For ex- 
ample, on pages 7 to 79 it indicates by the key numbers 
17 and 18 which hardware wholesalers handle electrical 
goods. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated 1, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS 

Wholesale Hardware Houses in U. S. Canada and Foreign. 

Retail Hardware Stores in U. S., Canada and Foreign. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware. 

Department Stores carrying hardware and housefurnishings. 

Manufacturers’ Agents in U. S., Canada and Foreign. 

Automobile ee see. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

Mail Order Houses handling hardware and housefurnishings 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen's calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
current edition. 


It really is 16 directories in one. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 








WHERE BUYERS and SELLERS MEET 


HEN you are in the market to buy or sell a store, to secure help 


Hardware Age is the 


or a position, or to secure sales representatives or a sales account authoritative national 


look over the offerings in the Opportunity Exchange section of 
Hardware Age. If you don’t see just what you want, ask for it as 
there is always some one who will be interested in your proposition. 


hardware paper and is 
read by dealers and 
jobbers in all sections 
of the country. 


; 


Rates on Request. 


HARDWARE AGE ,,2Rporsenity 


239 W. 39th Street, New York 














Retails 
at 10c 
for 
Set of 4 


DOMES of SILENCE 


The highest grade and most economical slide made. 


The finest grade of quality furniture is equipped 
with Domes of Silence. 


We also manufacture all grades of Sliding Casters, 
Monopoint Pin Slides, Drawer Glides, Radio Felt 
* Feet, etc. Sold through jobbers. 








REFILLS i 
D 19 Assort 

ment: Packed 
j ¥% gross sets: 
‘1 doz. each of 
¥,', 5", ¥! 
and %". $9 
- per gross 


DOMES of SILENCE, Inc. - - 21 Pearl Street, New York City 


























~~ JYMBOL/ OF PROGRE/ & PROFITS 


Representing GREATER SERVICE 
EXPANSION OF MARKETS 
CREATION OF NEW BUSINESS 


HARDWARE AGE CATALOG 


Assures these desirable features to 


HARDWARE BUYERS AND MANUFACTURERS 


The 1929-1930 Edition Now Being Compiled 


HARDWARE AGE CATALOG iiwromeiy 
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REGINA 


ELECTRIC FLOOR MACHINE 
WAXES Jutomatically 


POLISHES,SCOURS,SCRUBS 
SANDS All Kinds of Floors 


HE REGINA is the lowest priced Floor Machine wi 

which will efficiently scrub, scour, sand, polish and, f ij EQUIPMENT 
IN ADDITION, is the only machine which properly "aan 
applies WAX AUTOMATICALLY and in the right 2 Polishing Brushes 


. . — . 2 Felt Buffing Pads 
quantity —a feature which eliminates slippery floors. Y Gallon of Wax 


It is equally effective on all kinds of wood, linoleum, 24 Feet Rubber Cable 


re " y Universal Motor 
tile, cork and concrete floors. It does the same quality i, on 

‘ ‘ ‘ / Weighs less than 16 lbs. 
of work as the larger, heavier machines which cost much wae 
more—and yet it is as easy to operate and handle as a 


vacuum cleaner. 
DEALERS AND JOBBERS 


THE REGINA CORPORATION Y Mail coupon for complete 


information as territory is 
Makers of the Famous Regina Vacuum Cleaner being rapidly allotted. 


RAHWAY, NEW JERSEY 























CHANGING BRUSHES 








